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INTRODUCTION 
The purpose of this paper is to examine and evaluate 
methods and practices connected with various phases of promotional 
dinners which are most conducive to the success thereof. 
What is a 'Promotional Dinner 1 ? The term 'promotional 
dinner' as used in this paper shall be taken to mean the dinner as it is 
used in a campaign to raise funds for eleemonynary institutions. Sinc e 
many types of dinners are used in this connection, further definitive 
restriction is in order. Guests are invited from representative groups of 
the population without (except in very large cities) any attempt to restrict 
invitations to people with previous ties to the institution. There is no 
charge for the dinn e r, nor is there any attempt to get the audience to 'do' 
anything. The general purpose is to answer rumors, questions and doubts 
which have risen regarding the campaign or institution; to establish, 
among the population, individuals who can act as informed points of 
information diss emination; and to build a 'bandwagon' psychology ..• 
creating the impression that the campaign has already roused widespread 
, and e nthusiastic response. It is generally the tool of a Capital Funds 
campaign. 
What is the Background for the Promotional Dinner? There 
a<r.e numerous methods of fund-raising ... by mail, by pure publicity, by 
' organized teams of solicitors, and various combinations of these. Where 
its use is possible, the so-called 'intensive' method produces the greatest 
iv. 
I 
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jl return at the least cost. This method places most emphasis on direct 
contact; organized teams of solicitors to see the 1 rank-q.nd -file' of con-
tributors ... specially picked and trained individuals to call upon those 
contributors more substantial than most ... and mail used only to contact 
those individuals who are not readily contacted p e rsonally. 
The period of 'active' general solicitation covers a period 
of about ten to fourteen days at the very last of the campaign. It is pre-
ceded by a period of 'special giifts 1 solicitation during which the 1 subs tan-
tial' citizens are contacted. This last, plus the time necessary to compile 
lists and otherwise prepare the groundwork for the campaign consumes the 
bulk of the campaign period, so that altogether an intensive campaign may 
run anywhere from ten weeks to six months, the median probably being 
around thr e e to four months. 
Within t~ campaign period there are several dinners of 
var1ous sizes and for sundry purposes. All, save the promotional dinner, 
however, are concerned directly with problems of organization, the 
!! winning of specific groups, or the solicitation of funds. The promotional 
I, dinner is the only one concerned primarily with the general spread of 
I 
information. It comes just before or very shortly after the special gifts 
solicitation and work of organizing g e neral-solicitation teams has begun. 
What Purpose Does the Promotional Dinner Serve?In most 
1
1 
capi1al funds campaigns there is apt to come a point of relative impasse. The 
1 
n ewspaper and radio are hesitant abcut giving much more than minimal time 
I 
1 and space to the proj e ct. The l e aders of t~ town may feel they have many 
1
1 
much mor e valuable tasks to which to devote their time. 
I 
II 
I 
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What leaders 
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are available may find themselves confronted with a wall of resistance 
which makes organizational work difficult. Wealthy men, when approached 
for gifts in advance of the general solicitation might respond with' token' 
five and ten dollar gifts. 
There is a good reason for this. In our free world, this is 
the 1 age 1 of campaigns. There is the Community Chest, the Red Cross, 
the Heart Drive, the Cancer Drive, the Polio Drive, and so on to infinity. 
I ll It will be noticed, however, that most such campaigns are of a recurrent 
nature, and serve primarily to finance current operational expenses. 
Many are on a national basis, where only a small proportion of the total 
1 is expected to come from any one locale. For the hospital, or other 
local institution seeking to find funds with which to expand its sorely 
crowde d building-space, the pittances raised yearly by such annual earn-
paigns would not begin to suffice. The public, how, does not realize 
this. It e quates all campaigns regardless of purpose, frequency, or type. 
Should the director of a capital-funds campaign permit the 
public to retain this indiscriminate attitude, the amount of money which 
he would raise would fall far short of the contemplated objective. Since 
II 
1 media publicity alone would be insufficient to 1 crack' this indifference 
(which, indeed, frequently includes the media managers themselves) it is 
II 
vital that some further method be found to bring horne a realization of the 
jl importance and urgency of the particular capital funds campaign to the 
I 
:1 populace. It is not enough that this 'method' attract attention or be 
1 
1 shocking' ... it must, of itself, make the campaign a by-work, make it 
1 apparent that something should be done, attach dignity and logic to the 
undertaking, and make it apparent that the need has the interested atten-
vi 
tion of a sizeable number of responsible citizens. There are undoubtedly 
other desirable solutions embodying , these criteria which will be quite 
effective under specific circumstances. The promotional dinner, however, 
seems to be about the best solution in most situations. 
The question might be raised, '"'"Why go to the expense of 
feeding such a crowd? Why not invite them;.; offer some entertainment 
as the attraction?" At one time this method was widely and successfully 
used, and still, is, under special circumstances, particularly where either 
the invitees may be presumed to be predisposed in favor of the institution, 
as former patients of a hospital, etc., or in those cases where it is not 
sought to undertake an extensive indoctrination of the audience, leaving 
a larger portion of the program open for entertainment. Any such pro-
gram, however, must be considered to be, in some degree, in competition 
with other forms of amusement. With the coming of. the 'movies' it was 
found increasingly difficult to devote proper amounts of time to giving 
of information, while at the same time running competition with Hollywood. 
The answer was to take the matter entirely out (except in-
cidentally) of the amusement class. As a promotional dinner, it can be 
raised to the level of a social, civic, and prestige gathering. As a tool 
with which to level opposition and indifference, it has proven extremely 
effective. 
Another matter is that of 'who pays?' The 'rules' as to 
this can vary somewhat with condit.ions and the results desired. In some 
cases there may be advance sale of tickets or a sale of tickets at the 
door. In others, 'free-will' offerings may be accepted. Or there may be 
no charge whatever. 
--=== =-
II 
II The first item to be considered, 1n this respect, is whether 
11 the campaign can afford to pay for such a dinner. Experience indicates 
that as the over-all campaign goals become smaller, dinner costs will 
become increasingly greater items, percentage-wise, in the budget. The 
wisdom of offering a dinner without charge in a campaign for less than 
two hundred thousand dollars, is much to be questioned. It follows that, 
I 
:wher e for any reason the budget is 'tight', some thought should be given 
I' 
1 
to asking the guests to at least help to defray costs. 
II There are factors, aside from those of finance, which may 
make it desirable to seek payment. There are some towns where there 
would be reaction against an institution giving a free dinner at the time 
I 
' it was seeking funds, particularly if the community was · accustomed to 
1 paying its way in such affairs. It is well to ascertain such things before 
I definitely deciding. 
I I For the campaign of some size, however, and where, as 
generally seems to be the case, there is no serious anti-free-dinner 
' sentiment, there are weighty advantages in giving a no-charge dinner. 
First, the selling of tickets implies some sort of organization to go out to 
sell them. If they are to be sold personally,· that organization must be 
I 
I some thing of a prototype of the very body, the recruiting for which 
the dinner is intended to facilitate. If the ticket selling organization is 
I, 
1not so large as to be comparable, then there is the danger of uneven or in-
II 
1 adequate coverage. Whether tickets are sold by phone, mall, or per-i~ 
1! sonally, there will be a certain amount of self-selection. Only those who 
have some interest in the hospital will be prone to buy, which certainly 
I does not help to make new 'converts ( .. Most who will buy will do so re-
viii 
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garding it as a •nuisance donation•. which implies two things: first that 
they are apt to confuse it with the 'charity bazaar• sort of thing (and 
unless they are interested, people won• t take the trouble to differentiate, 
mentally, and believe they have made their campaign contribution) and 
second, those w ho buy will not necessarily feel any obligation to come. 
This sort of thing can make planning very hazardous. Again, of those 
who buy, there will be a tendency for only those who are already inter-
este d to actually attend (how many of us who buy annual tickets for the 
1Fir e m e n•s Ball 1 e v e r have attended the thing?). 
Not only many of the purchasers, but the public as well, 
w hen it hears that tickets for the hospital dinne r ar e now on sale will 
find one mor e r e ason to equate the whole thing with those annual, five-
dollar-contribution affairs to which they are so well inured. Further, with 
the sale of tickets , it is more difficult to attach prestige to the dinner as 
a social affair, which l e aves, again, the e ntertainment angle to 1play up'. 
An audience which has paid its way will, furth e r, feel entitled to regard 
the entertainment phase of the program critically. All of which m e ans that 
valuable educational phas e s of the program must be sacrificed at some 
point. 
Should financial matters be sufficiently pr e ssing to over-
ride thes e objections, then such must be the case. Bette r a poor 1 tool 1 
than none at all. But in this connection, it is well that a third possibility 
b e consider e d. That is the taking of 1fr e e-will 1 offerings. To avoid em-
barrassment_, r e sulting from a situation for which they came unprepared, 
it w ill be helpful if s m all e nve lopes of th e t y pe used in church can be 
pr e pare d and distribute d at the places prior 1o the dimer. Employment of 
ix 
this method, also, should be carefully considered before being used. The 
members of the press will inevitably want to know, when announcement 
of the dinner is made, just what it is to cost. If it is announced that there 
will be a 'free-:will' offering, it is not only apt to have adverse affect on 
attendance, but is apt to somewhat lower the prestige of the affair. If 
the simple statement is made that there 'will be no charge', and then 
guests are confronted with the envelopes (even if .no mention is made of 
the matter beyond the wording on the envelope itself) there will inevitably 
be some feeling of 'having been tricked'. 
With full recognition for the possible necessity for using 
other methods, unless other wise stated, alLcomputations and statements 
made in this paper are to be taken as p~rtaining to those dinners where 
no charge is made and no free-will offering taken. For other situations, 
allowances for this fact should be made. 
The promotional dinner is used to mold and direct public 
opinion and to educate it regarding specific affairs of which it should 
have knowledge. If this broad statement of purpose is studied, it will be 
realized that, as such, the dinner becomes, with suitable variations, a 
tool useful in a number of undertakings of a civic nature, and even in 
those of private or even business character. To avoid confusion, and in 
order to allow reasonably consistant backgrounds, the examples and 
procedures given here will be those particularly applying to promotional 
dinners for hospital campaigns. Allowing for this, variations can be 
adapted therefrom for numerous parallel situations. 
Problem Areas and Methods of Research. There are five 
major problem areas in connection with the promotional dinner; the 
X 
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problem of bringing together the desired number of citizens as an audi-
; ence, the problem of handling them when they arrive, the problem of 
arranging the program of presentation so as to give maximum effect, the 
problem of capitalizing on the event afterwards, and, essential to the 
i, 
solution of all the foregoing problems, the problem of planning of overall 
organization and control. 
The problem of attendance is reasonably amenable to st-
tistical solution and presentation. With those case histories of dinners 
available, it has been sought to deal with it in this fashion, supplementing 
it with the 'lore' of the professional campaigner. 
Multifold solutions are possible for the other four problem 
ar e as. The general approach taken in these areas is to present possible 
dangers inher ent in various situations, indicate features which may be 
desirable criteria for any solution, and to suggest one or more possible 
solutions which seem to meet the criteria. Such solutions are the result 
of trial and error in the conduct of many actual dinners. It is not always 
meant to imply that the solutions given are necessarily the only ones, but 
rather that they have, in general, proven more sound than those other me-
thods which are known to have been tried. Experimental methodology us e d 
in studying 'attendance' is given, summarized, in the text for that section, 
and in detail in the appendix therefor. 
To attempt analysis of dinners for alJ. types campaigns would, 
as mentioned, be beyond the scope of this paper. To do so for those per-
taining to all eleemosomary institutions would manifestly make for undue 
length, not to mention confusion. In order to eliminate as many variables 
as possible, all cases us e d her e are dinners for hospital campaigns. 
Xl 
CHAPTER I 
ORGANIZATION 
Behind any successful affair the size of the promotional dinner, 
there lies an immense amount of planning and foresight. It is essential 
that someone with knowledge of and ability to coordinate all the multipli-
city of details, be behind the whole. But even the most omniscient of 
individuals would find it difficult if not impossible to attend prope rly 
to the thousand small matters which make for success. For this purpose, 
use is made of the committee. There are committees for every· major 
function of the dinner, and an over -all 'Promotional Dinner Committee' 
to coordinate the work of all. Below is an outline of a typical set-up of 
committees related to the dinner. These, of course, fit into a larger 
pattern of committees relevant to the campaign as a whole. 
Lists & 
nvitations 
Committee 
CAMPAIGN CHAIRMAN 
Dinner 
Committee 
I 
Arrangement 
Committee 
Food Committee 
Service Committee 
Flower Committe e 
Publicity 
Committee 
Speakers 
Committee 
- = =~-==-=-~=-=---= === --- -- --
z 
This is by no means the only possible committee arrangement. 
It is one of many possible. Whatever the 1 set-up 1 , it must be a rranged 
that the broad functions b e low listed be performed by someone. It is 
the function of professional staff (l) (among others) to sit in with, and 
help guide the decisions of these bodies. While such staff may find itself, 
in effect, forc e d to make many of the decisions, it should, insofar as 
is humanly pos s ible, try to make them with a nd through the voluntary 
committees . If this is not done, the re is an almost certain danger of 
the volunteers throwing up their hands a nd retiring entirely. 
The Lists and Invitations Committee : 
The function of this committee is to gather, collate, and qualify 
the lists of names of persons to be solicited in the campaign. At the same 
time this committee qualifies and corr e cts these lists with r e gard to 
solicita tions, it d es ignates specific individua ls, as well a s various 
organizational memberships, as promotional dinner invitees . While 
the task of mailing and handling of invitations is done under the supervi-
sion of the professional staff, the General Campa ign Chairman and head of 
this committee should be continuously apprised of the conditions of response 
and current standing in relation to invitations. Members are generally 
individuals f amiliar with the p e rsona l circumstances and prestig e of 
local people. B,ankers a re often found on this committee . 
{l) Where professional fund raisers are used, a good practic e 
for capital-f~nds=-~a~p_aign~ of a~y-si~e~- _ _ _ _ 
= 
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Publicity Committee: 
This group is usually composed of individuals connected with 
e ithe r radio or the new spaper, preferably the owners thereof, or lacking 
that, individuals sufficiently high-pla ced to have influence in the granting 
of time and spac e . While most of the actual work in preparing of publi-
city is done by the staff publicity man, these individuals should be 
fr e quently consulted regarding the most effective methods of accomplish-
ing publicity objectives. The publicizing of the promotional dinner is 
one of these objectives. 
Speakers Committee: 
The sole job of this group is to find and train qualified speakers 
to go, not only b efor e the prom otional dinner audience, but various groups 
throughout the campa i gn. In connection with this, it is their task to see 
to the transportation of those who are to speak before any group (should 
such be needed and lacking). When speakers a re c a lled in from out of 
town (as is the case with at least one speaker during the promotional 
dinner) this group sees that suitable lodging and entertainment are 
provided for them. 
Dinne r Comm ittee: 
This is the group whose task it is to oversee the general 
coordination of other committees connected with the dinner and to se e 
to those f ew tasks which are not in the specific province of other commit-
--=---·=--- --
tees. Chairmen of the various sub-committees are usually members of 
this committee. Since all are volunteers, there is little point in 
attempting to dictate procedures. The whole must move the pace of 
the slowest in arriving at decisions. 
Arrangements Committee - There should be represented here 
those individuals who are able to best effect the procurement of proper-
ties necessary to the dinner and possessing influence helpful in winning 
favorable terms for use of whatever hall may be decided upon. If there 
is apt to be much need for hauling, it is wise to have at least one man in 
the group who has the use of a suitable truck and is able to place laborers 
at the disposal of the campaign, at least for short periods. Local hotel 
men should be here represented. Funeral directors are also useful 
men. The task of this crew is to see that chairs, tables, rostrums and 
the sundry needed properties arrive at the hall at the right time and in 
the right quantity. Theirs, also, is the job of locating and engaging the 
hall to be used. 
Food Committee -It is necessary here to have people who have 
full knowledge of the details of quantity food handling. It may be that 
they serve only in advisory capacity, but it is absolutely essential that 
all the people concerned get together and d e cide in minute detail what is 
to be served, how and where prepared, and delivered, and how served. 
The discussions of this particular group are apt to sound picayune ... 'how 
large a spoonful of peas shall we serve - heaping or level? ' ... but the 
4 
- -=- = 
fruits of their cogitations can make a whale of a difference in the cost 
of the dinner, and everr more so in the success of the dinner. It is most 
important that some member of the staff sit in with them. The effort of 
working with these non-professional groups may not seem worth the 
effort, but unless unusual catering services are available, they can save 
upwards of twenty-five or fifty cents per plate, which_ can be a considerable 
amount. 
Service Committee - This is sometimes known as the table 
committee. Their people set the tables, transport dishes and food to 
and from the kitchen, and see to the washing of dishes and general 
kitchen cleanup afterwards. 
Flower Committee - This is a rather light job, as a rule, and 
involves the procurement of flowers and dist:dbution at logical points 
about the tables, stage, and hall. Where the hall is exc~ssively gloomy 
or oppressive, they may be called the Decorations Com.mittee, in which 
case their job is considerably larger, according to the nature of decora-
tion called for. 
People sometimes get sick or are called away. As a rule there 
are sufficient members to corrimittees that this is seldom a matter of 
crisis, but it should be kept in mind that things should be so arranged as 
to minimize the seriousness in the event of such an occurrence. 
5 
TELEPHONE 1362 
Evangelical· Deaconess Hospital 
00R, SEVFJNTH AND WALNUT STREET S 
LINOOLN, ILLINOIS 
March 27, 1941 
Dsar Mr. Doe, 
The members of the Board of Directors of the Evangelical 
Deaconess Hospital join with me in i nviting you to be present 
at an informal dinner to be gi ven to the Hospital Staff in the 
First Methodist Church in Li ncoln, at 6:30 o' clock Thursday 
evening, Apri l 3rd. · 
The purpose of the dinner will be to tell the story of the 
hospit al, its work and its needs , to a group of resp onsible 
people who will be able to take back t o their re sp ective co~~u­
nities the first-hand story of the hospital problem. Contribu-
tions f or the hospital wi ll not ~e solicited or accepted at the 
dinner. 
If, for any reason, it is impos s i ble fo r you both to attend 
we hope your fami ly will be repr esented by a t le as t one member . 
In order tha t a proper n"U.:nber of places will be r e served , I will 
appreciate it i f you wi ll send the enclosed stamped pos t ·card at 
y our earliest conveni ence. 
lnvitatlon to Promo LionRl ~lnner 
6 
CHAPTER II 
ATTENDANCE 
It is obviously of prime importance to have the desired people 
in the desired numbers in attendance. This not ne a rly as simple a s the 
uninitiated would belie ve it. The subj e ct can be divided into two parts; 
sele ction of those who are to be invited, and getting them to come. 
Selection of Invitees; 
As has b een before mentioned, the list of promotional dinner 
invitee s is culled from the general list of potential contributors. The 
general list is compiled from telephone books, utilities companies lists, 
sometimes membership lists of various organizations, (such as Farm 
Bureau or F armers Union lists in rural areas ) a nd whatever other lists 
may seem necessary to round out the whole . In places where a substan-
tial portion of the people are hotel or apartment dwe llers, it may be 
possible that excellent prospects may not appear on any of these lists, 
in w hich case specia l efforts must be made to obtain their names through 
other sourc es. 
Most lists are outdated and useless inside of about eleven 
months. The r e is the temptation to use those city directories of names 
published by con~mercial compa nies . It has be en found that these are 
seldom very accurate. Ofttimes have been found names therein of 
= 
people who died a s far b a ck as ten y ears b e for e the publication of the 
directory. It is under s tood th a t the r e a s on for this inaccuracy is tha t 
the n ame s a r e subm itted by corr e spondents w ho a re p a id 'so much' per 
name . Ther e i s a natur a l t e mpta tion, the refore, to k e ep a name long 
afte r its owne r has move d, or die d. 
Whe n the compiling of th e gener a l solicitations list has been 
com ple ted, fur ther s t eps a r e t a k e n to refine it. A committee of citizens, 
freque ntly banke r s , go ove r the list and qualify it. The y e lim ina t e t hose 
n ames w hich the y belie v e w ould be a waste o f solicitors' time , they m ark 
those n ame s which they belie v e are w ell enough to do to w arrant sp e cia l 
h a ndling (this is not to b e inte rpr e t e d t o mean that a ny sort of 'price 1 or 
' expected-dona tion' is us e d, sinc e it is strongly believed that a n a ttempt 
to t e ll a prospe ct 'wha t to give' re sults in lower tota l subscriptions), a nd 
the y mar k the nam es of those individuals who should be invited to the 
dinne r ... those who ar e better off tha n m ost, or those who ar e heard by 
or influe nc e som e segme nt of the public, a s do politicians, cle rgy, teachers, 
busine ss l e aders, a nd even b a rbers and be a uticians. 
A thr e e by five c a rd fil e is made for each of the s e names, and 
the n ame s of all service-club membe rs, nurses a ssociations, t e achers, 
etc. are thrown in from memb e rship lists spe cifica lly obtaine d from 
the s e organiza tions. In m arking, c a re must be taken to diffe r e ntia te 
b e t ween s ingle p e rsons and those who a r e m a rrie d, divorc e d, or 
widowed. INher e the y are marrie d, double invitations will be sent, 
7 
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but great care must be taken that, for instance, a widowed or divorced 
woman does not receive an invitation for Mr. · and Mrs. Blank. The file 
is checked to see that the same person is not invited twice. Not to do 
so is not necessarily a major error, but can constitute one of those 
small inefficiencies which lower the general public estimation of the 
operation of the campaign. 
It may seem that the inclusion of all these names will give 
far too large a list. This is not generally the case; however, the 
1natt e r will be discussed in more detail in the nex t section. 
One very important principle must he kept in mind in making 
up invitations lists. The object o-f the dinner is to win to the cause 
people who are as yet uninterested or hostile. While friends of the 
cause most certainly want to be invited, little would be gained if 'the 
only souls present are those already saved'. One must very specifically 
aim to draw those whom one wants in his camp that have not already 
come in. 
Regarding Invitations: 
Knowing whom one wants at the dinner, it remains to invite 
them. Obviously, different methods of invitation will produce different 
results. For the number that are invited to such an affair, word-of-
mouth is too prolix and unsure. Telephone has its use, but by itself 
is inadequate due to the high percentage of turn-downs (presumably 
bec a use it gives little status to the invitor). Compared to other methods 
it can be rather expensive. ·while all YIP's, such as media owners, 
institution officials, spea kers a .nd community l e aders, who are to sit 
a t the head table, must be personally contacted, it would no t be sensible 
for use with the mass of invitees. 
There are three general ways of inviting by mail. The common 
post card is perhaps the best known, and quite e ffective, (in vie w of its 
cost) wher e the invitees a re members of an organization or groups whe r e 
the invitation need only b e a matter of 'giving notice'. Unfortunately, it 
is practically useless when dealing with the public at large. In some 
quarters it is even apt to be taken as an insult. 
The other two are the l e tter of invitation and the for mal type 
of invitations. They a re both quite good, but the latter is proba bly 
somewhat the b etter bec a use where letters are used, each must be (o r 
a ppear to b e ) individually typed a nd addressed and personally signed. 
While m ultigraph and similar typ e s of m a chines can give the effect of 
individual typing , w ith girls typing in salutations, matching type -
specimens andmargins is fairly exacting business which is sometimes 
b e yond the a bility of the personne l available to the campaigner. A 
number of styles of wording a r e possible , depending upon cir cumstance s , 
but whatever style is used, wording must be carefully thought out. A 
sample letter is given in illustration numbe r 3. The institutional 
l etterhead is alwa ys a i s a fe' one to use for this purpose, but it may be 
a dva ntage ous to use that of some organization or individual, dep ending 
==== --=-- -=...=.... 
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upon the s·ituation. 
A good solution to the above difficultie s is the 'formal-type' invi-
tation ... somewhat in the fashion of a wedding invitation, though w ith only 
one envelope. It is a folded affair, printe d in Park Avenue, or some 
simila r font, and has a few lines of appropriately formal wording, with a 
line for the name of the invitee to be written in-for e x ample: 
The Boa rd of Dir ector s and Staff 
of 
The Holden District H<;Jspital 
Request the pleasure of the company of 
as their guest at an informal dinner 
to hear 
Dr. Morris Fishbein 
Distinguished Medical Author, Editor a nd L e ctur e r 
a nd 
To hear a report on the stewardship of the Board of 
Directors of the Hospital 
and to l earn of future pla ns 
Wednesday evening, September six th at six-thirty o'clock 
at the High School 
Main Street, Holden, Massachusetts 
In order that ample provision 
b e made, you are requested 
to return the enclosed 
card at onc e . 
Subscriptions will not 
be solicited or a ccept-
ed at this meeting. 
10 
II 
The 'Directors 
of 
The South Florida Crippled Children's Hospital 
vequest the pleasuve of the company of 
as their guest at an infovmaL dinnev 
to heav 
'Dr. Morris Fishbein 
Secvetary of the :American MedicaL :Association 
and Editov of The JournaL of the 
1\mevican MedicaL :Association 
a.nd 
to hear a vepocl on theiv stewavdship 
in reference to the new ChiLdven' s HospitaL 
a.nd 
to leavn of futuve plans 
Tuesday e\?ening, Septembev second 
at se\?en o'cLock 
at the Miami Ci~Jic Centev 
Thirty-one, Northwest Second Stveet 
Miami 
In Ot'det' that a.mple pt'o\1iswn ma.y be made you 
aw t'equested to wtut'n the enclosed cacd at once. 
8ubscclptwns '~lll not be solid-
ted oc accepted at this rrteetin.g. 
DINNER COMMITTEE 
P. 0. BOX 377 
NEW BRITAIN, CONN. 
UNITED 
-STATES 
.:\'l\POSTAG~ 
,......_. "':,:., 
'"'"" ,.h, 2 CENTS 2 
(Please mail at once) 
Please reserve ( ) places at the New Britain General Hospital 
dinner, to be given Tuesday evening, March 18, 1952 at 6:30 P.M. for: 
__________________________________________________ ,Name 
------------------------------------------------~·ddre~ 
If you cannot attend, please check here and mail at once. 
This invitation is directed to both husbands and wives . 
. It will be noted that the wording RSVP has been avoided. 
Too many people wouldn't know what it meant. A white, stamped, reply-
card is included. Wording should be such that a check mark is sufficient 
to indicate intentions. A white envelope, in keeping with the formal char-
acter of the whole is used. Metered mail is never used with this set-up; 
always individually stamped letters and reply cards. To do otherwise can 
have profoundly deleterious effect on response. Flap, of course, is 
sealed. Small economies such as this can destroy the effect of the whole 
atmosphere which it is sought to create. 
The formal invitation is about as cheap to issue as the 
letter of invitation. Where available typists are not up to standard, it has 
the added advantage that, since both name on the invitation and address on 
the envelope are handwritten, the finished article is apt to be more 
quickly completed and with fewer mistakes than a multigraphed letter 
with salutation and name typed in. And, of course, the prestige created 
thereby is invaluable. 
When it comes to copying the names from the lists, on to 
the invitations and invitation envelopes, there must be some responsible 
person who can be close to the girls as much of the time as possible to 
check on their work. The number and type of errors they are capable of 
are incredible. One of the most common is to copy the name directly 
as it is on the list; thus, the invitee receives his letter addressed, 11Mr. 
12. 
Jones, Hen:ry". Envelopes and invitations should be completed at t he same 
time, and the latter shoved loosely under the envelope flap for later 
'stuffing'. If the two are done separately it is almost inevitable that Mr. 
Jones' invitation will e nd up in Mr. Smith's envelope. 
In the case -dinners in the following, this formal invitation was 
used, though approximately the same results could have been arrived at 
with the letter of invitation (as described). The manner in which checks 
are kept on the returning reply-cards is given in the section following 
th ese c ase -studies. 
Factors Influencing Attendance: 
Pr evious to writing this paper a number of campaigners were 
interviewe d, and, among other things, the y were asked what they thought 
were the factors that most influenced attendance. Their a nswers covered 
.dis part points, but on two they were emphatically unanimous .•• the number 
of invitations sent , and the population of the town. 
There would seem little difficulty understanding these. Given 
a reasonably h01nogeneous public, two invitations are apt to produce twice 
the respons e that one will. And it is almost a truism that small-town folks 
are more interested in each other (and the town) than people in cities. 
These obvious realitie s are among the few constant factors in campaigning. 
Yet, for a long time, even seasoned campaigners didn't fully 
understand or appreciate the fundamental relationship of the two ... ; that 
as population rises, response tends to decrease. At one time' it was the 
13. 
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pra.ctice to issue a cautious number of invitations to a rather select few, and 
attempt to bludgeon those who refused or failed to respond, with telephone 
follow-ups. 
But while, to some degree, this maintained a certain selectivity 
among invitees, it is a rather expensive business to maintain a battery of 
girls on phones for several days prior to the dinner. With the coming of the 
depression, institutional boards of trustees became increasingly unsympa-
thetic toward any unwarranted expense, and campaigners were, at times, 
hard-put to justify this item. This 'pressure from above 1 , plus a growing 
fund of campaign experience on which to draw, led fund-raisers to formulate 
a 'rule of thumb' which is in use today ... 'one for five; one for ten; and one 
for fifteen'. Which means, in small towns one can expect a response of abcnt 
one acceptance for every five double (man and wife) invitations sent. In ci-
ties of around one hundred thousand people ... up, the ratio will go down to 
about one for ten; and in cities of around five hundred thousand and up, the 
ratio will be about one for fifteen. 
This would appear to be a crude calculation. It is. That for oth-
er variables is even more so, since not only are vagaries inherent in the 
calculation of such things as the 'drawing power' of a speaker, but there is 
no formula for estimating the affect of each of the sundry variables or what 
the relation of one may be in the presence of another. For example, what 
degree of drawing power must the speaker possess to overcome a marked 
public antipathy toward an institution - in getting them to 'turn out' for the 
dinner? 
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It is because he must guide himself by a combination of luck, 
composite experi e nce, and considerable intuitive knowledge of peoples, 
1that the campaigner (justly) becomes almost mystic when discussing his 
abilities in predicting attendanc e . While the inconsistancies of human nature 
and the thousand possible circumstances surrounding each case pr e clude any-
thing like an 'infallible formula 1 , it is believed that a certain systematizaticn 
of the mystery is pos s ible. The following attempts this in two ways. The re-
lations hip of the invitation/ attendance ratio to population has been more ac-
curately measured and two additional categories added to the traditional 
three. It has b een sought to establish a method for rating other variant fac-
tors which may affect attendance, and to give value s to each of thes e r a tings 
which may be added or subtracted from the 'normal' response for the size 
of the town. ( 1) 
Calculations ar e based on vital figures from thirty-three cam-
paigns. (2) While the ratings and valuations a re quite workable with the se 
case s (accuracy of plus or minus 5. % max imum variation) it would take an 
infinite numbe r of cases to catagorize all possible variants in all possible 
campaigns. The following, then, is applicable to hospital campaigns, when 
proceedur e s previously outlined are used, and with the r e servation that they 
should serve as a guide to assessing the proba ble results. 
(1) For the proc es ses by which the s e r a tings and valuations were establisred 
see the appendix for this cha pte r. 
(2) This odd numb e r is due to the fact that thirty cases w e re first chosen at 
random, and thr ee added l ate r for illustrat ive peculiariti e s. 
- - = ~ =-..:=-...:.==.--:..--=-
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Six variants are found to be most common and measureable in 
affect. They are, STRENGTH (salability) OF CAUSE, SPONSORSHIP, ffiE-
STIGE OF SPEAKER(S), PUBLIC ATTITUDES, PRESS COVERAGE, and 
COMPETITION. There are obviously others besides these, and some of 
these others, too, will be discussed. Difficulties of measurement and/or 
lack of sufficient instances in which th.es e other variables occur, however, 
make it necessary to leave them unclassified. An example of those variatles 
listed under this heading is weather. How many inches of what type precipi-
tation under what circumstances will produce what affect on attendanc e ? It 
would obviously be impossible to give a proper answer. 
Other variables in this latter classification are; TIME, DISTAN-
CE FROM OTHER TOWNS, USE OF LOCAL PEOPLE IN DINNER, and 
PLACE PRESTIGE. 
For purposes of comparison and computations there is, in 
the appendix, a description of each factor in each of these 'case 1 dinners, 
together with ratings, reasons for ratings, and assigned numerical valua-
tions. The following are general discussions pertaining to each of the vari-
ables. Main emphasis is on their potency as causal agents in affecting 
attendance. 
-=---=. 
l. Strength (salabilit-0 ~f Cause- Among the test cases 
1 there was one dinner for an institution which later was found to have ques-
tionable value in the public eye. A competing hospital (with deliberate in-
tent to scuttle the campaign) had, through private channels, started the 
rumour that it was about to close down a wing for lack of patients ..• that 
there was obviously no need for additional facilities. A further complica-
tion existed in the fact that the 'case' hospital had, in the past, been guilty 
" 'Of several instances of outright dishonesty and mis-appropriation of funds 
following a previous campaign. Though the situation had long been changed 
such occurences made it a difficult cause to sell the public. 
Those things which make a cause dl.fficult to sell can be 
multifold. It is easier to sell a campaign for a hospital that is alre~dy in 
existence than for one still to be built. Frequently a series of bungling 
amateur attempts will precede the final calling-in of professional fund-
raisers, with the result that it become difficult to convince the public that 
this is not just another 'cry-wolf'. The public is better able to understand 
a need for beds than it is the need for medical equipment which will shorten 
the stay in those beds. In short, the things which can make a cause un-
salable may be real or imagined, but those which are most deeply rooted 
1 in fact and which have been 1 app~rentl over the longest period of time, will 
be the hardest to overcome. 
On the other end of the spectrum is that institution which has 
taken care to maintain its public relations ( a rare circumstance) and at the 
same time is obviously battling courageously with inadequate facilities. 
It has occasionally been illustrated that when an institution 
over a period of time has succeeded, in reasonable measure, in identifying 
itself with the public interest, and has convinced the public tlat :it :is sin::erely 
18. 
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striving to s e rve, its 1 cause can b e enhanc ed to such a degr e e as to make it 
quite salable, e ven unde r what might b e otherwise difficult circumstances. 
In case #6. (se e appendix) the hospital was very d e finitely 
th e inferior one. Its 1 e quipment could not begin to match that of the rival 
hospital and its 1 capacity was miniscule in comparison. Peculiarly, this 
disadvantage had led to a high level of 1 esprit d e corps 1 , with every nurs e 
and every aide straining to serve the patient and to make visitors feel wel-
come. The net result was that when, with clumsy 1subtlety1 , the rival so"t:ght 
to undermine the institution, public resentment became vaguely directed 
against the rival; a fact which was shown in the fact that patient census rose 
in the one and declined in the other. 
It will be apparent from the foregoing, that there is consi-
derable overlapping between 1 salability of cause 1 and 1public opinion 1 • This 
is so of most of the variants, since the y all eventually are relevant only in 
the degree to which they affect the decision of the individual to attend or not 
attend the dinner •.. which is, of course, a manifestation of current opinion 
of a s e gment of the general public. Despite this overlapping, however, each 
of these variants is sufficiently distinct in itself and potent in affect upon 
attendance that it must be accounted for. 
2. Sponsorship- Within a given community there may or 
may not be an accepted set of leaders. A number of leadership patterns may 
exist; prince and court, rival factions, an old guard dying out with the new 
not yet ready to take over •.. and many others. Whoever is to direct the cam-
paign should familiarize himself with the local pattern and p e ople before the 
campaign l e aders are designated. 
There is a more immediately important (to the process of 
figuring probable attendance) division. It is that between •working leaders 1 
~ -=--·-~~ = - - _-;- ~--=---- --
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leaders. Working leaders are the executives ..• the ones who 
organize the teams of workers or handle various other groups, Prestige 
leade rs are the 'top management' ••. the policy makers and men whose appro-
val must be behind the major decisions. The Campaign Chairman {who sh:Juld 
be such an individual) has been described as 1one who can call up any other 
man in town and have that man come up to his (the Chairman's) office. 
Such is the nature, in less e r degree, of all prestige leaders. 
It is essential that their aid be enlisted. It is seldom that a man (or woman) 
will plac e himself voluntarily under the leade rship of an individual he consi-
ders to be of lesser ability or standing. A large man will naturally be reluc-
' 
tant to sit with the audience while a small man plays 'big shot' at the rostnrn. 
It follows, therefore, that no larger man will be represented in the gather:ir.g 
than those whom it is anticipated will be at the head table. Obviously then, 
the very largest people in town must be induced to accept the head campaign 
offices, and to appear at the dinner. They are the sponsors. 
3. Prestige of Speake r(s) - As has been previously implied, I 
t 
this is no longer the age of the Orator. And yet, a good speaker with pr e st:ige 
can have conside rable pulling power. A differentiation should be made, how1 
ever, between ability to speak and pulling powe r of a speaker. At the mo-
ment, we deal with the latter. Often a man with little to say and a perfect 
inability to express even that will have sufficient credentials or honors, or 
connection with matters of such timely inte rests, that he can be 'built up 1 in 
publicity as an extremely inte resting fellow. 
There are observations in this respect. Excepting in rather 
isolated and insularly -minded communities, it seems that a local speaker is 
seldom strong on pulling -power, no matter what his national reputation may 
21 . 
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lbe. As an example; there were two succesive campaigns in a southern city 
(ten years apart), managed by the same people for the same hospital. At the 
dinner for the first campaign, Dr. Morris Fishbein (former Secr e tary of the1 
A.M.A.), an excellent speaker with strong pulling power, was featured. The 
attendance was one for every ten invitations sent (very good for this size city 
indeed). At the second dinner there was a good speaker who also had some-
thing of a national reputation, but resided locally and had become a familiar 
figure about town. The response at this meeting was one attendance for every 
seventeen invitations sent (rather below 'par'). 
Another thing to watch is the d e gree to which the particular 
speaker is locally known (aside from whatever immediate publicity may in-
still). Two experie nces, again with Dr. Fishbein as speaker, will illustrate 
this. 
In Charlotte, N.C., h e had spoken the year previous to some 
local groups ..• had made a tremendous 'hit'. For some reason, no one mEn-
tioned it to the campaign director, with the result that he was entirely un~-
pared for a response nearly double the normal for that size town. Another 
town (which will not be named) was protected by stout insularity from know-
ledge of much of anything beyond the county line. With no radio and only a 
weekly paper, it was next to impossible to give the doctor as much build-up 
as was needed. Respons e was far below what it should have been. 
4. Public Sentiment - The public sentiment with which we 
are concerned is an amalgam of attitudes stemming, not only from the insti-
tution, but from the local background and mores and from current happeni.r:gs 
which impinge upon and color these. For instance ... 
Thr ee diffe rent hospitals in as many communities may be 
~--­
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equally r e garded, by thos e they serve, as models of efficiency, friendliness, 
and dedication to service. Attitud~ of people regarding their 'duty' toward 
the institution, however, can vary radically. In the Mid-west, the public 
finds it difficult to underst'a:nd why a hospital (even though non-profit) cannot 
pay for its' own alterations and additions. In the East, where people are ac-
customed to annual campaigns simply for operational expenses, the need for 
capital fund-drives is more generally accepted. 
Either natural boundries, as rivers or mountains and hills, 
or political boundries, such as county or state lines, will almost always 
exert influence on attendance. Expected response from areas on the othe r 
side. of such divisions from the institution must, as a rule, be very much 
discounte d. 
But attitude variations are not affected by geography alone. ' 
Some communities are simply more friendly or cooperative than others. In 
one known instance, ther e are two, small towns not fifty miles apart. Their 
e conomies are almost identical. Physically they are twins. Yet, in on.e 
ther e is a courtesy which is ever apparent, even in the way motorists will 
cheerfully wait for pedestrians to cross the street, or the manner in which 
local people will walk blocks out of their way to set a stranger on the right 
path. In the other town there is a surliness and distrust that permeates every 
dealing. To analyze the reasons for these differences would take volumes, 
but the fact remains, that in planning attendance, these differences must be 
taken into account even when the reasons therefor are obscure. 
By consulting with the heads of the institution and of such 
bodies as the Chamber of Commerce, Community Service Organization, 
and whatever other s are the local 'centers of action', the person to head 
the campaig~u_st seek to familiarize himself with the local senti.~nt corq:.rex. 
22 . 
=====-- - ---- ----~ ==- --=-=. -
5. Newspaper Lineage (and Radio) - For purposes of statisti-
cal rating only the medium of the press is fully presented. This is not to de-
precate th e value of other media, but rather due to the lack of sufficie nt evi-
denc e with which to form conclusions of statistical nature. Newspaper cover-
ag e may b e measured from the clippings in th e scrap-book, but much radio 
work is done 'off the cuff', particularly for the short, not-over-five-mimtes 
type of broadcast g enerally most available (and most effective) for pre-din-
ner publicity. This should not be taken to imply ignorance of relative impor-
tance of that medium, however. Available data stron-gly indicates that in sev-
e ral instances a lack of sufficient newspape r coverage has be e n 1n1ade up . 
for' by better than avarage radio. 
Though the re ar e argum ents to the contrary, it is generally 
' 
not good policy to buy advertising spac e or time. If th 2 cause is l e gitimate , 
it will des e rve , and usually g e t, ad e quate publicity (if the publicity man 
knows his job) on its 1 own merits. If adve rtising space is purchased from 
one m e dium, all oth e rs will expe ct like patronage. Once th e matte r is put 
on a comme rcial basis, they are apt to exp e ct that a substantial portion of 
the publicity will b e paid for. F ew campaigns for non-profit institutions can 
afford much of this sor~ of thing. Further, to adve rtise an affair which it is 
sought to put in the light of a fo·rmal, social event would b e somewh a t like 
· i advertising for guests for one 's w e dding. It is w e ll, ther e fore, to arrive at 
an e arly understandi~g with the manag e rs of the m e dia. 
R e m e mb e ring that the strong suit of ~adio is r e petition and 
that of newspape rs, thoroughne ss of cove rage, the que stion aris e s, 1 just 
what ide as is each to get across?' A typical publicity sequenc e might go 
something like this ... 
At !_he _b_e ginning of the campaign, while lists ar e still being 
=='""-=='-===--- ==-= =----= -= - -
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built, and preparations for the dinne r have not comm enced, a start is made 
at establishing the 'ne e d' in the public mind. N e wspape r article s, citing in-
stanc e s of crowding, e tc, ar e run. Various individuals in authority are quo-
ted regarding th e situation. All of this is not done with any expectation that 
th e public will sudden l y b e come 1 sold', but rathe r in order that the following 
ste ps may s eem, to the public, logical and in order. 
Having pr e s e nted the ide a that th e r e is a situation which 
n eeds m ending, the next is that something is to b e done about it. This may 
take the form of an announcem ent that, in vi e w of the ne e d, a campaign is 
to b e unde rtake n to rais e the n eed e d funds, 1 such and such' a firm having 
be e n engag e d to assist in its 1 dir e ction. It will b e note d that, up to this tim e, 
most emphasis is plac e d on n ewspapers. While releas e s given the pape rs 
ar e also (in abbr e viated form) give n the radio, the latter m e dium has not yet 
come into its' full function. 
Starting about two w eeks prior to the day on which it occurs,, 
the dinner itself is publicized. Having established the reason for the exist-
e nce of campaign and dinner, need becomes a rather minor point in publicity, 
and focus is switched to three main themes (r e garding the dinner). They ar e, 
in essence; 'It is to be an eventful, important affair'; 'Everyone who is any-
one is involved or will be there'; 1 There is to be no solicitation, nor is any-
one to be asked to do anything'. 
The first and last can usually be us e d on radio, but due to 
the fact that it means listing of names, the second generally, can be us e d 
only in the papers. D e tail is for the papers; r e petition for radio. However, 
events, such as the cle rgymen's association voting approval of the camp:tign,
1 
or the fact that prominant individuals have acc e pted key posts in the cam-
, 
paign ~e matters for both radio and newspaper. 
=======--= 
Although the number who are to attend can generally be es -
timated pretty well in advance, it is well, in issuing releases, to understate 
the number actually expected, and then, as the acceptances come in, let it 
seem that response is beyond 'what had ever been dreamed of ' . Daily an-
nouncements of the number of acceptances, plus features on the quantities 
of food and enormousness of preparation serve well to impress the magni-
tude of the undertaking. 
The 'tone' . •• the impression that this is to be an outstanding 
social event is given in three ways. First, as has been mentioned, the for-
mal invitation is used. Second, in all the publicity the reputation and promi-
nance of the main speaker is enlarged upon. And last, an effort is made to 
have as much printed on the society page as possible. 
6 . Competition- The last variant within the scope of the 
'rating system' is the degree of competition the hospital has from other in-
stitutions. This might, of course, be expressed in terms of service, of num-
b e rs of beds, or any variety of other criteria. It has been chosen, here, to 
use simply the absolute numbers of hospitals which may be said to have 
been in competition. 
This factor seems to have less potency in altering attendance 
than some of the other factors, but the affect is, nevertheless, consistant. 
A peculiarity cropped up in the data pattern. While lhaving no competition' 
evidently was an advantage, it seemed to be less of an advantage than having 
one other hospital in competition. Possibly a lack of competition engenders 
indifference to public attitude. At any rate, the value of a situation with no 
competition resolved to plus . 666%, whereas that for a situation with one 
other hospital was plus . 7%. The difference was so small, however, that it 
was disregarded in the sequence presentation on table #7. 
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In the foregoing, only those variants for which statistical 
evidence was available were presented. The following, while less amenable 
to such presentation, are not necessarily of less importance. 
7. Weather - When weather is of a type normal to the region 
and typical of the season; and when the work or mores of the people are such 
that 'going out' in the prevailing type of weather is normally required, they 
will take it in stride. Where this is not the case, guests will come in in-
verse ratio to its' severity. Thus, the endless days of overcast and light 
drizzle which a New Englander takes in stride is almost enough to keep 
citizens of some dryer states in bed. Or conversely, Scandinavian-
Americans from the great Northwest sometimes will show up from distances 
as great as fifty miles in the face of blizzards and blocked roads, should 
they decide a promotional dinner is worth the going. 
8. Time - It is obvious that some "times' are better than 
others. Few people would attend a dinner at two in the morning. In point, 
• about 6.30 p.m. seems to be the most universally acceptable hour, though 
.there may be local exceptions. And, of course, the sensible director avoids 
'conflicts with other activities in town. Chamber of Commerce and the mini-
sterial association are the ones to clear with, as a rule. 
9. Distance from Other Towns:- Again, about this nothing 
'can be proved. Correllation of distances with attendance ratios proved dis-
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' appointing. Yet every campaigner has known towns where a peculiar psy-
chology of one sort or another was engendered by isolation or by propinquity 
I . 
to some larger city. It is believed to be a definite factor, but no rule of res-
ponse to apply thereto has been found. 
10. Use of Local People in Dinner - very often it is possible 
· to get local church organizations, the women in particular, to help with the 
serving, and possibly the cooking of the dinner (they usually do a bang-up 
job if they take it on.) When you get a group of the more active local women 
busy helping you, it seems obvious that a certain amount of publicity 'via 
media vocce' is bound to result. It does, and is almost invariably favorable 
and of some animation. Unfortunately, we can't statistically isolate suffi-
cient like cases to measure the value as affecting attendance. 
ll. Place Prestige: Experience indicates that there are 
places to which people won't willingly go. The experienced campaigner 
studiously avoids using such places as locations for the promotional dinner, 
1 so there are no examples of errors actually committed. On the other hand, 
in many localities there are places that people may be very desirous of 
seeing or being seen in either out of curiosity or vanity, or other :_motiva-
tion. 
An example of what might have been a bad choice was a 
public ball-room on the outskirts of a midwestern town where a dinner was 
being set up. Physically, it was ideal; large, well appointed, good cooking 
'I 
facilities, tasteful decor, etc. A small amount of inquiry, however, soon 
informed the staff worker that such a place would be highly unacceptable 
to a large part of the population, which was, generally speaking, : quite 
religious and regarded it as a 'den of iniquity'. 
In the category of 'things of which to be wary', one may put 
the fact that there are religious sects which prohibit their members to 
enter any structure in which religious services other than their own are 
regularly conducted. This means that, for instance, certain branches of 
Lutherans may not go into a hall used each Sunday for worship by the 
Jehovah's witnesses, although the hall may be used by the rest of the com-
munity for other purposes the rest of the week. Naturally, where such a 
group. is to constitute a large proportion of our audience, we avoid a choice , 
of location. which might offend them. There are also, sometimes, political 
of other factions in a town. A location associated with one of them may 
alienate members of the opposing side, if the feeling is strong. Although 
such things are seldom sufficiently potent to be of real trouble, t :hey can 
be, at times, and it is well to have them in mind. 
The things that can make a location a 'drawing card' are, perhap:?, 
not as numerous as those which can cause it to be a drawback, but are 
, often just as unforeseen. One of the dinners listed below was held in 
a tobacco warehouse ... hardly a place which would be regarded as pres-
tigious. Nevertheless, the fact that the dinner was so large that it had to be 
28 . 
held in a warehouse made it a drawing card from the standpoint of curios-
ity. Obviously advantageous places, of course, would be exclusive clubs, 
I' and other locations normally not open to the public-at-large. 
There is also a middle ground. The armory, in some 
towns, is the place where people expect to go for a large affair. It may 
have no drawbacks, but, on the other hand, it may not be an attraction in 
itself. 
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Table # 7 
FACTOR RA TING VALUES 
Facto r 1 : Strength (salability ) of Cause F'actor 5 : Newspape r Lineage 
R ating 
1. :::: 
2. :::: 
3 . :::: 
4. = 
Factor 2: 
R ating 
I 1. = I 
l' 
2. = 
3. 
-
II 4. = 
,! s. = 
I 
Factor 3: 
Rating 
1. = 
2. = 
3 . = 
4. = 
5. = 
Factor 4 : 
II Rating 
Value 
- 1.5 
- 1. 
+ 1. 
+ 1.5 
Presti~e of Sponsors 
Value 
- 2 . 5 
- 1.5 
0 
+ 1.5 
+2.s 
P restige of Speaker 
Value 
- 2 . 5 
- 1.5 
0 
+ 1~ 
+ 1.5 
Public Sentiment 
Value 
Column Inches 
11 
30 
4 7 
5 7 
63 
69 
72 
80 
86 
91 
96 
100 
108 
122 
128 
l'W 
163 
165 
180 
185 
192 
199 
202 
214 
294 
324 
38 7 
400 
427 
456 
Value 
-2.3 
-2 . 2 
-2.1 
-2. 
- 1.9 
- 1. 85 
- 1.80 
- 1. 7 
- 1.65 
- 1. 
.75 
.60 
.so 
.3 0 
.25 
- .20 
+ .20 
f .2S 
+ .so 
+ .75 
+ 1. 
+ 1.2 
+ 1.3 
+ 1. 5 
+ 1.6 
+ 1. 75 
t2. 
+2 . 5 
+2.7 5 
+3 . 
1. 
I 2 . 
I 3. 
= 0 
= 
= 
.1 
.7 
Factor 6 : Number of Cor.o.peting 
Hospitals 
4. = .8. N umber 
II 
{1) P resumably this diffe rence is be - 0. 
c ause large numbers of hospitals occur 1. 
I in large cities, where the ' n ormal re- 2. sponse' figure discounts in advance a 3. 
severe drop in response . .. 5 . 
(1) 15 up 
= 
= 
= 
= 
= 
= 
Value 
+ .7 
+ .7 
0 
- 1. 
- 1. 
.s 
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Prognostication of Attendance: 
In the foregoing it has been attempted to assign 'ratings' 
to those various factors which measurably influence attendance. The next 
information needed is the degree of negative or positive influence each of 
these ratings may exert. These may be obtained from the tables on the 
opp osite page. ( 1) They are used by adding or subtracting (as indicated by 
the + or - sign before the figures) from the normal response for that par-
ticular size town. 
By 'normal response', reference is made to the number of 
invitations necessary to fill a given number of seats, in a given size town. 
This can be expressed either as a percentage (400 seats filled with 2 , 000 
invitations = 20% response) or as the number of inv itations necessary to 
fill one seat (five for one). Both figures are given here. 
Normal Response to Invitation According to Population Census 
Population Percentile Response 
Invitation$ to Fill One Seat 
Up thru about 11' 000 18% 5.5 
•• • • 
'' 26,000 15% 6. 
•• 
'' '' 110,000 14% 7. 
,, ,, .. 500,000 12o/o 8.5 
" 
•• 
,, l' 000,000 6.7% 15. 
The manner of predicting attendance for a given dinner , then, 
is as follows: 
1. Rate the various factors as they pertain in your situation, 
as previously explained. 
( 1) See appendix for computation thereof. 
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2. Trans late these ratings into 'degrees of influence' with 
the assistance of table #7. 
I 
3. Total separately all the 'plus 1 ratings and all the 'minus' 
ratings. 
4. Deduct the smaller total from the larger. 
5. Th e remainder wiU either be a plus or a minus quantity. 
If it is minus, deduct, or if it is plus, add, to the 'normal response 1 for 
population 'bracket' which best fits your town. 
And after you've finished, look around you again. Towns and 
people are capable of infinite variation. It is impossible to foresee all 
possible influences. Only the ! man on the spot' can be in a position to see 
and judge them. 
Returns Controls: 
There must be one person who oversees the business of in-
viting people to the dinner. Sinc e publicity has much effect on the out-
come, it is manifest that he should have very close liaison, if not absolute 
control of that department. And since the dinner, and the campaign itself, 
are so vitally concerned with the matter of getting the people to the dinner 
in the right frame of mind, the whole matter should be under the immedi-
ate surveillance of the campaign derector himself. 
A typical setup is something like this. 
When called upon to assist in the direction of the campaign, 
(professional fund raisers s e nd in a 'te am'. The number of people on this 
team can vary with the size and difficulty of the campaign,) but a typical 
number is three ... one man to direct, one man to 'do' publicity, one man 
to do everything the other two don't or can't do. This last one is the 
•assistant director•. It should normally be up to him to handle the details 
connected with the dinner. But his every move should be known to the 
director, and when it comes to keeping tally on the 1 returns~ that is the 
dir e ctor•s job. 
It should b e up to the Assistant Director to have the lists 
' qualifie d, and potential invite e s designated. The Director should help 
make the contacts to do this ... usually by setting up a 1 lists committee• 
... but it 1 s up to the Assistant to follow through on it. 
II 
Sometime s this means sitting with the committee as a whole 
... showing them how, and staying with them until it is done. Sometimes 
it means chasing down individuals for bits of information that each may 
have (though this manner is not preferable). There ar e two things to re-
member. Never leave the 1marker 1alone to do the job. It is not generally 
f e asible to dele gate the task of seeing that they get marked. Any but the 
most intelligent and willing of office girls will botch the job. Anyone not 
1 on the payrolP and working for the campaign every day is either apt to 
obtain somewhat distorted information (a person not daily connected with 
the details of the campaign is easily apt to misunderstand the 1why 1 of 
·things) or worse yet, may be too slow. There is a mountain of campaign 
clerical w ork which cannot be started unti l the lists ar e complete and 
checked. 
Decisions as to the positive number of invitations to be ex-
tended should be the r e sponsibility of the professional director, because 
his ex perienc e should b e st qualify him to do so. Agreement on this score 
is naturally r e ached with the campaign chaili.man prior to the time they 
are sent. The Assistant should prepare all the data relevent to capacity 
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li 
of the hall, numbers on the lists, and probable response, and make sugges-
tions but the final responsibility must lie with the director. 
Once the invitations have been sent, they await the 'returns 1 • 
These are the reply-cards which are included with the invitation. The 
returns must be watched carefully and the cards in each mail scrutinized 
and compared. If they deviate in any way from the expected norm, the 
director must be prepared to take appropriate action. 
What is 'appropriate action', of course, varies with what is 
indicated. From the examples 1n the previous section, the reader will, 
possibly, remember Case #28. In ~ this case the returns commenced to 
come in with double the expected proportion of acceptances. Not until 
afterwards did the director discover the reason but as soon as he saw 
that this high proportion held true for several days running, he knew that 
he would have to find a larger place to hold the dinner. 
In other cases, because of any number of reasons, returns 
may be lower than expected. If the r e ason can be discovered and correct-
ed (as it often can) in time, very well. If not, then it may be . best to rush 
out additional invitations. These are generally less carefullyselected 
invitees. Aside from general total numbers of acceptances, check 
should be kept to see that any V. I. P. 's, whose presence is wanted, are 
personally urged to attend. 
Now, to compare current returns to the 'norm', we must 
know what the norm is. There are a number of criteria. First, the 
ratio of refusals to acceptances. The average percentage of acceptances 
among those who sent back their reply cards was 26%, or roughly, one 
out of four. Taking this as the norm for a town in the ten thousands, about 
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one percent may be added or deducted as the norm for a town of 
greatly smaller or larger size. For practical purposes, this correllation 
is not of much use, and an acceptance ratio of one out of four replies may 
be accepted as the criterion. 
This ratio has a more useful and higher degree of correla-
tion with the coming 1 ratio of attendance 1 to number of invitations extend-
ed . There is a rank correlation of 90% between the two. This means, 
that if acceptances are running very much higher than the norm {say one 
out of thr e e, or better) the chances are that the rate of attendance to in-
' vitations w ill run similarly high. This is true because of the relative 
stability of shrinkage. ' 
At first glance, the graph on the opposite page (#9) may give 
the impression that there~ no 1normal' amount of shrinkage. Actually, 
however, 60o/o of our cases fall within plus o r minus 5% of the median 
10% shrinkage. Of the remaining eight cases with greater percential de-
viation, five were subject to extreme last-n1inute factors as weather or 
news that certain outstanding men had suddenly found themselves free to 
attend. This last factor can be importatn on sectarian campaigns. Ten 
percent shrinkage can safely be accepted as normal. 
Understanding what can normally be expected {for this par-
ticular invitational set-up) one can understand and exert some cont rol 
over the 'getting of the audience to the hall'. The next problem then, is 
, handling them when they get there. 
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The Place: 
CHAPTER III 
THE AUDIENCE 
Before invitations can be sent out, a location for the dinner 
must be selected and arranged for. Most frequently the hall will be the 
local armory, community building, or sometimes in a hotel. Whatever 
the place, it should be selected with five primary criteria in view: 
l. Size adequate to the occasion. 
2. Accessible and acceptable location. 
3. Of reasonable cost. 
4. Public acceptability. 
5. Proper layout and facilities . 
l. Size- The 'raison d'etre' of the promotional dinner is to 
create a widespread realization that a large, important, and successful 
project is under way. This means that the hall must be reasonably large 
and must look large . Too low a roof or too many columns or alcoves 
breaking up the 'sweep-of-eye' can sometimes make a place with large 
seating capacity look small, not to mention making it difficult for the 
audience to see the speaker. 
On the other hand, given an audience, it is desirable to have 
them in as small a hall as will conveniently hold them. Four hundred 
T 
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people is a very impressive gathering - say - in the school cafeteria, but 
would represent only a straggling handful in Carnegie Hall. There may 
' be a number of circumstances where it is impossible or impractical to 
invite a group of over a certain size - possibly budgetary restrictions. 
Where this is so, it may be desirable to invite an even slightly-smaller 
, group so that they may crowd into a small hall rather than be lost in 
one too large for their needs. 
The number of invitees may vary from three to fifteen hundred, 
1 depending upon the project for which support is sought, who the pro spec-
1 tive contributors are, and the size and area of public which is to be influ-
I· 
enced. Usually, however, the choice of locations in a given town are 
I• 
limited, with the result that we are apt to find ourselves in the position 
of tailoring size of audience to fit the best-available hall, rather than 
the reverse. 
2. Location - Two things. Guests must be able to locate the 
1 
hall. They must be able to get there conveniently. 
First, the place must be easily found. If circumstances force 
the dinner to be given in a 'hidden' location, steps must be taken either 
, through publicity or even by putting out signs or 'guides' to assist guests 
I 
I! 
in locating the place. 
There are a number of possible obstacles to prevent arrival of 
the guests. In highly urbanized centers it is unwise to have the dinner 
too far out of town. Townsmen are generally much less mobile than 
39. 
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country people, both from a standpoint of disposition, and because of the 
fact that townsmen are le s s apt to have cars. 
When they arrive at the building, there must be sufficient 
parking space. lf there isn't. a large proportion of the people will simply 
drive right on to the nearest restaurant ... mad ... because they could just 
as well have eaten at home. 
The nearer a hall 1s located to the ground-floor, the better. 
1 Older citizens are prone to balk if required to climb over one flight 
of stairs. It is stupidity to screen them out in this fashion because they 
are generally the wealthier and more substantial citizens ... the ones 
whose presence is most desired. It should be noted, in this respect, 
that elevators are very seldom an answer. Any obstacle which halts the 
flow of people from entrance to hall inevitably causes certain 'doubtfUl' 
members of the audience to turn back. Besides, unless the capacity is 
enormous, few lifts are capable of handling the several hundreds of 
guests in the short space of a half-hour (guests must arrive within approx -
imately the same time if they are to start eating and finish in anything 
like the same time). 
3. Cost - This ,can be quite variable. If the need for the cam-
paign is generally recognized, it will often be possible to get the hall 
for nothing or at a discount from usual rates. Community auditoriums 
can often be had for nothing, though there is the danger that only 'theatre-
style' seating will be available. This is not always a disadvantage. 
One of the best bets is the armory. Sometimes (this varies 
with states) the local people have option as to how it shall be let. fu 
others it may be offered gratus, for affairs such as this, but only with 
the approval of the state command. Some times no discount is possible . 
Rates vary widely, but about $50.00 is typical. 
Churches , school cafeterias and fraternal halls are frequently 
to be had for little or nothing, but are apt to be too small. Hotels or clubs 
sometimes have prestige value, but are apt tci be too small and costly, 
though not necessarily so. 
The high- school auditorium is generally most suitable, and 
can usually be had for nothing. These and armories are probably the most 
, commonly used halls for this type affair. 
,j 
A major consideration regardless of choice, is to reach a firm 
understanding w ith the owners at l e ast three weeks in advance with no 
possibility of there being an attempt to run another affair there the same 
night. It is imperative, also, that at least from noon the day previous 
until noon the day after be allowed for set-up and clean-up time. Even 
this is a very minimal allowance, particularly for set-up. 
4. Public Acceptability - The public may regard a place as 
undesirable, acceptable, or desirable as a location for a dinner. If it 
is so dirty, unpleasant, or uncomfortable that people wql walk out on 
seeing it, or (if they know ahead) will not come, it is obviously not the 
place to choose. There are more subtle ways in which a location may be 
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undesirable. 
The hall may be e x cellent, but in a doubtful neighborhood. 
Or it may be connected with some activities which puts it beyond the 
1 pale for segments of the population (wrestling and/or dancing sometimes). 
Religion or 'political' or social differences within a town are 
often carried to the point of prejudice against a given building or hall. 
There are many sects which prohibit their members from entering places 
used for worship by other religions. If groups with such. dogmatic atti-
tudes form a large part of the citizenry, it will be wise to respect their 
views. 
Most places (such as armories and high-school gyms) are 
'neuter'. They are the acceptable norm. Others may have either pres-
tige or curiosity value. Some hotel ball rooms may have a certain 
amount of prestige, but usually, any place large enough to hold the size 
crowd to be invited, cannot be e x clusive enough to have much prestige. 
A more likely drawing point is curiosity. 
A tobacco warehouse sounds like an unlikely place for a 
dinner. They are huge, unpainted structures, sometimes with dirt 
floors. This unlikeliness, however, in practice has proven to have 
strong curiosity pulling-power. In other places the armory or some 
other location may seem just as preposterous, and unless unpleasant 
elements make it seem undesirable, can have the same effect. 
5. Layout and Facilities - The layout of the place must be 
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viewed as to how each contingency may be met, from parking space, the 
leading of guests through the door, taking their coats (where shall we 
put them?), feeding them (is the kitchen adequate,) until the time they 
are wished Godspeed. This journey and its sundry implications will be 
treated in more detail as we proceed, but in selecting the hall, they 
must be kept in mind, and if there is some impossibility raised by the 
nature of the place itself, it may be well to consider another location. 
The Journey: 
What happen s to the guest from the time he comes, until 
he leaves, is a journey through a 'land' of the committee's creating. His 
every experience should he agreeable, and all his reasonable wants 
foreseen. Probably the best way to do this is to visualize his 1 journey' 
and, as we proceed, explain the efforts and thinking behind each phase. 
1. Reception - The mass of humans who will be present 
1 at our dinner will be naturally stratified because of functions or potential 
functions. Most will have come to listen but some will be there to be 
heard, or to be seen, or maybe, as reporters, to tell others what they 
have seen. 
First, the speakers. It would be something of a crisis 
if one of them was not on the stage at the time he was scheduled to speak. 
Unless, before the dinner, all are gathered together and then herded 
· en masse to the head table, it is inevitable that one or more of the 
speakers, with an overdeveloped sense of modesty, will bury himself 
--
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in the midst of the crowd where he can't be found. The best way to handle 
this is to designate a meeting place outside the hall where speakers can 
congregate before the dinner and then move in a group to the main table. 
This should preferably be in the same building as the hall, but may be 1n 
someone' s home or a club, provided there are suitable provisions for 
hospitality prior to moving to the hall. 
We all have our .own ideas a s to who are the 'big 1 men in 
town. While our ideas may overlap, they won't necessarily coincide. 
It's a good idea to offer the audience as large a choice of real or presumed 
'brass' at the head table, to 'choose' from as is consonant with the 
purpose, the size of the meeting and the physical arrangements. This 
number may be as large as fifty or so, but should never be less than 
around fifteen or twenty. Too few people at the head table gives the 
impression that only that number of people are behind and heading up 
the 'show'. Whatever the number, the table should be filled. 
Which means that some provision must be made for 
getting the non-speaking YIPs, as well as the speakers, to the table. 
Usually they can be handled together with the speakers, but no prominent 
p e rson who esteems himself to be such, should be permitted to sit 
anywhere but at the head table. To this end, some person of capability 
who is familiar with all personalities likely to be involved, should be 
stationed at the entrance to steer them to the head table or to the 
head table meeting place. An unhappy experience was occasioned once 
because of a person slipping past the 'spotter'. The person happened 
to be the head nurse of the hospital, who came in, unnoticed, and .seated 
herself in the midst of the crowd. She had begged off the job of speaking, 
and, somehow, had been overlooked when VIPs were being notified where 
1
' to meet ahead of time. She was spotted sitting, and an attempt made to 
cajol her into going to the head table. But, though she didn't show it, 
she was by this time thoroughly mad and determined to stay so. She 
sweetly refused to budge. Afterwards, she spread the tale of her 
neglect among the nurses, and so aroused their sympathy (theyhad seen 
that she was not at the head table) that they very nearly went out on strike. 
The members of the clergy should be handled carefully. 
They are apt to be jealous of their position, and resentful if it isn't 
recognized. A special individual must be appointed to see that they are 
taken care of. If there is to be drinking at the gathering place, however, 
it may be necessary to arrange a separate meeting place for the clergy. 
It may be that there are too many clergymen in town for the head table 
to readily accomodate. In this case, except for the one to give the 
blessing, they must be included among the general guests. Members of the 
press and radio do not, generally, want to sit at the head table because 
they are .not in as good a position to see what they are reporting. A place, 
however, should be reserved for them on the floor at a position as near 
the rostrum as possible. The campaign publicity man should be familiar 
' with them, and attend to their seating. Radio men usually come in well 
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ahead of the meeting to set up their equipment. Their position is best 
worked out at that time. In passing, it might be well to comment that it 
has some value if the radio station can be induced to put up its 'letters 1 
over the microphone. 
These 'head table' people are sent regular formal invita-
tions and are also personally invited by the campaign chairman or other 
highly placed persons in the campaign organization who are regarded as 
being their friends. Press and radio are given similar treatment, but 
are contacted by the publicity man, with whom they should be familiar. 
They are all given last-minute reminder by telephone from the campaign 
1 offices. 
II 
I' I 
Regarding the general mass of invitees; the obtuseness 
of people in crowds is massive. From the moment they arrive at your 
door they expect to be directed. There are always timid individuals, who, 
if not encouraged, are very likely to back out the door at the sight of 
the crowd. There will be people with an amazing variety of questions; 
'Where do I put my coat? 1 ; 'Where is the 1 avatory? '; 'Is there any charge 
for this? 1 ••• ad nauseum. In crowds, the most intelligent of us are apt 
to become that way. 
The answer to this is to have 'ushers 1 at the door to 
direct them. These ushers should be familiar with and sold on the 
campaign. They should know the local people well enough to be able 
, to spot 11 VIPs gone astray'. They should have sufficient poise to be 
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1 able to handle the situation, and at the same time should be approachable 
, enough that the timid will not be afraid to talk to them. Giris from the 
campaign office are often good at this job. Their use has the added 
II advantage that they can be instructed in the job well in advance, and 
I 
II 
II 
over a period of time. 
Women love the spotlight. Though they usually demur when 
first asked, the g'irls fall into the job with zest and competance, especially 
if the director or assistant is thoughtful enough to see that they receive 
cor sages as badge of office on the night of the dinner. If at the time of 
hiring it is made clear that they are expected to do this job without 
recompense, not only is there seldom any hitch in the matter, but they 
1 come out of the dinner thoroughly sold on the campaign and the holy 
objective of their jobs. 
In the summer there is usually little problem (though men 
should have a place to put their hats) but in the coat-wearing season, 
it is essential that some provision be made for checking. It is not, as 
a rule, enough. simply to have a place where people can leave their 
chattles. Three to fifteen hundred people trying to get their belongings 
in a mass can be an unholy tangle. In armories the checking concession 
is sometimes the prerogative of the enlisted men's club. Where it isn't, 
• the boy scouts or some similar organization may be prevailed upon to do 
the job. Whoever is procured for this job, it should be made certain 
that they are under competent supervision. 
II 
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Where possible, it is well to pay the people who do this 
job a flat sum, so that they do not collect tips. On tight-budget campaigns, 
however, this may not be possible. In any event, there should. always be 
a sizeable group of individuals doing checking, otherwise departing 
guests may lose some of the inspiration of the evening while waiting in 
line for coats. 
2. Service - The watchwords of this section are 'timing' 
and 'movement'. There are two general modes of getting the food to 
the guestsj either 'family style, with. serving dishes passed around 
after they are seated, or cafeteria style with the guests picking up. their 
plates of food as they enter the hall. 
Family style is useful in cases where there is apt to be 
difficulty in the en try-way, as where there is not enough room for 
cafeteria service, where cafeter·ia-style n~ay be looked at askance, or 
where the line waiting to be served must wait in the street or is apt 
to cause trouble by milling about. The disadvantages of this system 
are, however, apt to outweigh the advantages. The amount of 'prestige' 
value in it is d.ebatable and depends very much on location. The food may 
arrive in somewhat warmer condition, and more in desired quantities, 
but these are not major considerations. 
The amount of aisle space, when serving this way, must 
be considerably larger in order to allow for serving people. This cuts 
down on the number of people the hall can hold and lessens the psycholo-
= ---=- ..=7- -~-
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gical value of crowding. More people are required to serve, which can 
be costly if this is being paid for. More food is wasted, and the food 
budget cannot be planned as closely. Further, where people are permitted 
to sit as they will (which should be the case) they are apt to land near an 
empty platter, or a section of the hall where the waitresses are serving 
dessert, just as the new arrival is ready for meat. The serving dishes 
are another item to be borrowed, cleaned, and replaced if broken. 
If feasible, it is generally more advantageous to use the 
cafeteria method of feeding. To be efficient, this requires that every-
' thing but the plate of food - salt, pepper, condiments, dessert, utensils -
are at the table. Waitresses can come around with coffee and milk, as 
desired, after the guests are seated. Cream for the coffee and cups 
should already be at the places. Both cups and plates for this style 
' should be paper, so that they require no washing afterwards. 
·one of the easiest mistakes to make, when using the 
cafeteria style, is to allow insufficient number of queues. Anything that 
slows up the progress of the people from entryway to seat runs the risk 
of causing hesitant guests to leave. We have seen a caterer, who handled 
thousands of people every day in his own chain of restaurants, lose at 
least a hundred guests, in this fashion, because he countermanded the 
campaign director's orders (this man was in charge of the food committee) 
and had the number of feeding lines cut from four to two. A minimum 
of two lines should be allowed in any case, and if over three hundred 
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people are to be fed, about one line should be allowed for each additional 
· two hundred, depending upon the type of food and the speed with which 
they can be served. Service should be started about fifteen minutes 
before the announced time. Those at the head table have their food 
brought to them. 
Food should be simple, 'non-spillable', and should 
not require cutting on the serving line. Service should require simply 
that the server reach into the container, pick up the food, and put in on 
the plate. If this is not the case, guests are kept waiting and the food 
has another chance to get cold. Under no circumstances should it be 
possible for the food to make a stain or too much of a mess should a 
plate be dropped ( some always are). This means that, for instance, 
corn-off-the-cob may be served, whereas creamed corn may not, etc. 
Meats must be cut to serving size before being brought to the line. 
Gravies and sauces are sometimes necessary, but should be put on the 
plate carefully, in restrained quantities, and preferably on some food that 
will 'absorb' it. 
Quantities must be carefully planned for, down to the 
number of ounces of meat per person and the size spoonful of corn. 
This doesn't mean that guests aren't given more if they ask for it. 
Helpings should be reasonably generous. But, since enough food must 
be ready to avoid any eventuality of running short, there will be 
enormous and costly waste if quantities are not carefully planned. 
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It is to be noted here, that this is one of the major reasons that careful 
tally must be kept of the number of acceptances of invitations. The 
person planning the food must know reasonably in advance how many to 
prepare for, and must be 1 guaranteed 1 that a certain number of servings 
will be paid for, whether the guests show or not. 
Aside from those requirements already mentioned, the 
type food will depend upon a number of factors. Sun1mer is probably 
the easiest, since cold foods can be served. The hall may or may not 
have cooking facilities. Very seldom are facilities sufficient to actually 
cook all the food, but if the food can be warmed before bringing to the 
line, it is a help. Meats and potatoes can generally be baked at the 
same place the bread is bought. When purchasing the bread (and possibly 
pastry for dessert) it is well to bring up this subject as well, since the 
place that does the meats and potatoes (if they are to be baked) will quite 
reasonably want to be in on the sale of breadstuffs. Mashed potatoes 
can often be whipped in the bakery bread mixers, but whether they will 
do this is another thing. It is a mess for them to clean up their machines 
afterwards. In any event, mashed potatoes prepared too far in advance 
can be rather unpalatable. 
Chicken, roast beef and ham are the meat standbys because 
of simplicity of preparation. Oftimes the butcher who sells the meat 
will, at no cost, cut the meat up into serving-size portions. If this 1s 
fe a sible, it can cut down on the amount of labor. Fish, of course, must 
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be available on Fridays, and if there is a sizeable Orthodox Jewish 
element, pork should not be served. In some places particular types 
of food may have 'pulling power 1 if the menu is announced in advance. 
Many dairies offer a coffee-making service to those who 
buy their products for large affairs. This may well be looked into. Ice-
cream, if served, should be in individual cups or papers, since melting 
can become a very sticky problem if not thought of in advance. 
There is a good deal of pro and con regarding who should 
be the one to serve the meal. A caterer is generally willing to take over 
the whole job, but his services can run high, particularly if he provides 
h e lp for the service of the food. In any case he will want his people in 
control of the portioning. We have seen caterers, particularly those who 
took an actual interest in the campaign, who did e x cellent work for com-
paratively low cost. Ther e have been others whose labors were not 
received so happily. It is well to know something about your caterer 
a nd what jobs he has done previously before hiring him. Everi. with a 
caterer, costs should not run much over $1. 50 per guaranteed plate, and 
the size and manner of service, as well as the menu should be agreed 
on ahead of time. Where professional caterers are used, they are apt 
to be eager to clear the tables and get out as soon after the dinner as 
possible. This can sam etimes interfere seriously with the speaking 
program, particularly if the number of the help is too small to do the 
job quickly. 
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Local organizations, particularly women's church guilds, 
etc., can be induced to assist in the dinner, either to serve the food 
I 
put out by the caterer, or to take over the whole job. The usual procedure 
is to pay an agreed sum to the organizational treasury, the women receiving 
nothing themselves. Where only one dinner is to be given, it might be 
unwise to put the affair in the hands of a partisan group, such as one church, 
so group relationships should be explored. Sometimes some special group 
1
1always do the dinners'. But where a series of dinners and luncheons are 
to be held during a campaign those organizations which seem the most 
interested each can be asked to take on a dinner. 
We have found that where church groups are given charge 
of the food and serving, they generally outdo themselves. They know that 
women from other churches will criticize what is done, and bend every 
effort to make things run smoothly. In dealing with them, however, it is 
well to be sure they will be able to get enough people out to do the job. 
This is not usually apr_oblem. Certain details should be cleared first, 
though. For instance, they are apt to underestimate the amount of 
lmake-ready' time necessary to set tables, etc. They should start 
setting tables no later than noon, the day of the dinner. This is important, 
particularly if literature is to be set at each place. The amount of time 
to be consumed by these details must not be underestimated, since so 
often, one cannot be started until the completion of another. 
If a church, or other local organizations, are to handle the 
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dinner, it will be necessary to sit in with them to be sure they plan 
correctly. Most women regard themselves as competent cooks, but 
are staggered when confronted with the quantities to be han<;lled at a 
dinner. If an experienced· restaurateur or dietician can be obtained 
to sit in with them, help break the problem into pieces, etc., it is best. 
A local restaurant man or home economics person from a local school 
or appliance company is generally available. 
3. Seating - Which is a good deal more inclusive and 
important a subject than the title might imply. In this matter we have 
two more -or -less mutually exclusive 'demands 1 • We've touched before 
on the fact that crowding is desirable. Anything which separates people 
from the rest of the crowd is a barrier to that feeling of 1 group-belonging' 
which is essential for the effectiveness of the speaking program. Further, 
the more crowded people are, the less movement they can make, and the 
less likely they are to move about, make disturbing sounds during 
speeches, and to leave (generally for the rest rooms) at crucial moments, 
and the greater feeling they carry away with them of having been at an 
enormously successful affair ... 'the place was so packed I couldn 1t move 
my elbow)'. This is an extremely important phase of the dinner. 
On the other hand, there are certain minimum requirements. 
Most city fire laws demand that there be a specified minimum of aisle 
space, though this varies, and may apply only to some buildings. It is best 
to check with the fire marshal, rather than having him come in at the last 
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1 moment demanding that ruinous last-minute changes be made. There 
are also obviously minimum requirements for passage in any case . 
. The minimum distance between parallel tables, with seating on both 
sides, should be about four feet. Five is more desirable. At least 
six should be allowed if carts are to be passed for table service. 
Head tables should be placed in a commanding position, 
,generally behind the rostrum. It is desirable to have ail seated to be 
facing the audience, but if a sizeable group cannot otherwise be seated 
there, both sides of the tables may be used so that some will have 
their backs to the audience. The head table must be filled. In order to 
!have speakers readily available to the microphone, it is sometimes well 
to use place cards. Where this is done, it is an_ 'added touch' to 
,mimeograph lists of where memhers at the head table are seated 
amongst the audience. (There 1 s always a certain amount of sp-eculation 
as to who's who). 
Tables should be placed in rows, at right angles to the head 
table, so that those seated in the audience have no more than a half-
turn to face the speaker. Rotary clubs sometimes use a 1fan-shape 1 
layout, with the apex at the head table, which is good from a facing stand-
point, but which is wasteful of space and not recommended for an affair of 
this sort. The same might be said of singly-placed tables, though this may 
I 
be useful where it is anticipated that attendance will be lacking. At least 
eight square feet per person should be allowed in computing the number 
of people that can be seated at tables. Ten feet is more desirable. Under 
no circumstances should any part of the audience be asked to move from 
the table once seated. Where there are balconies, it is a temptation to 
ask those who have eaten to move up there to let others sit at the table. 
DON'T DO IT. To do so can lose as much as half the people who are asked. 
Once they have eaten, there are always a large number who will use any 
chance to walk out. Once out of their seats, they are lost. It is better to 
send the newcomers to the balcony and hold their plates in their laps. 
They'll be discommoded, but if made to realize that the reason is due to the 
'overwhelming response', they will be more impressed than irritated. 
People at times even have eaten on the steps to balconies or standing up, 
and the results have always been good. 
Which leads to another matter ... that of having ali the 
people eat 'audience-style', without tables. Pretty much of the same thing 
applies here. It must be noted, however, that the whole thing must 
appear to be unplanned. It would not generally do to invite the guests 
to an auditorium with theatre-style seats screwed to the floor, unless 
everyone knows that the meeting-place had to be shifted, {from a 
location where there were tables, as planned) because of the unexpectedly 
large number of acceptances. If it has simply been a matter of taking 
away tables to make room for additional chairs, this must be explained 
very clearly. It is all right to plan this sort of thing, but it must avoid 
appearance of planning. Incidentally, if it is planned, the paper plates 
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should have metal edges to prevent the plate sagging on the knee, and 
no foods requiring cutting should be used. Provision for quick collection 
of empty plates at the end of dinner should be made. Girl scouts are 
good for this job. When it is felt that attendance may be low, it is well 
to spread the tables and set fewer places ... There must be none empty. 
Should e x tra guests show, other tables can be put up. 
Sometimes the hall will have all the tables and chairs 
necessary, but as often as not, it will be necessary to borrow them from 
, churches , etc. When this is so, be sure to begin at least two days prior 
to the dinner to collect them. It can be done in less time, but very seldom · 
is. Two or three laborers should be obtained for this work. Each loca- 11 
tion of borrowing should be given a number and that number marked 1n 
chalk on the bottom of the tables or chairs, to ensure return to the 
proper owner. When chalk is objected to, use colored Scotch tape. Even 
if the furniture is in the hall, the task of putting them up should be begun 
by eight a. m. of the day of the dinner, and completed by no 1 ater than 
that noon. For any size dinner, two men are not too many for the job. 
No matter when begun, there is never too much time. Get as much done 
as possible as early as possible. 
There may be the question of whether to use 1 gang -chairs 1 , 
that is, groups of three to five folding chairs which have been connected 
in a row for 'audience-style' seating purposes. In conjunction with tables 
they are not particularly to be recommended. They have the advantage 
57 . 
58. 
' of restricting movement, but have the disadvantage that in order to look 
at the speaker, everyone seated on a 'gang' must rise and move the thing 
sideways. This maneuver requires more aisle space than it is desirable 
to allow, and causes no end of commotion while it is under way. 
While on the subject of 'borrowing', usually the women 
are quite conscientious about seeing that borrowed silverware is marked 
and returned ... it usually comes from the hospital or from their churches ... 
,! but it is wise to see that they have thought of it. Dabs of fingernail polish 
·or bits of colored string tied on are good for marking purposes. Where 
the 'goods' come only from one or two places, they can generally be spotted 
at specific tables, and collected accordingly without marking. A schedule 
should be kept showing all data pertinent to all articles borrowed {See 
illustration number 11). 
4. Atmosphere and Miscellanea -The guest was left as 
he was proceeding from serving-line to table with his plate of food. All 
of this time, and until the time he finishes his dinner, music should be prO-· 
vided. It is desirable, where available at reasonable cost, to have a string 
ensemble or some other small group capable of playing soft, semi-classi-
cal, background music. Such groups will generally help out for little or 
nothing. If it appears that this will run very much over a nominal sum, it 
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1 is be s t to use records. If this is done, remember, that pieces with as 
even a tone -level as possible is desirable. No vocals or pieces with 
e x cessively loud or soft stretches should be used. Muzak Co. puts out 
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1 puts out records specifically for this purpose, though they may not be 
readily 'borrow-able'. 
Both for the music, and for speaking later-, it will be 
needful generally to have a public address system set up. If there is 
already one in the hall, very good. Otherwise it will be necessary to 
rent or borrow one. Test it at least a day ahead of the dinner. A poor 
; P. A. system is worse than none. It is well worth the investment to 
rent a good one. In placing the amplifiers, be sure they are in front 
of the microphone, otherwise the sound from the amplifier will be 
picked up by the mike, rendering an echoing sound, called 'feedback'. 
A room with hard or glossy surfaces may give echos. With an audience, 
some of this will be killed, hut where excessive, it is well to aim each 
amplifier toward as far a corner as possible and possibly even to hang 
canvas from the ceiling girders to stop it. Place the annunciators far 
enough from any part of the audience so that none will be deafened by 
the noise. Some speakers are louder than others. If possible, have 
someone at the .controls of the PA to make adjustments if necessary. 
Should it prove desirable to hurry the people's eating, 
it is sometimes useful to know that the type of music can very much 
affect the speed with which they eat. Marches or choppy popular music 
can make them hurry, but also is apt to destroy the mood which it is 
sought to create. Use with caution. 
Immediately after the tables are set, it is necessary 
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to cover them. Covering need not be expensive, but make all the differ-
ence in the world in the esteem with which the guests will regard the 
affair. An e x cellent variety of paper stuff is sold in rolls at most 
Woolworth stores. It is well to purchase the supply well in advance. 
If paper cups, plates and table covering are purchased at the same time 
from a paper wholesale house, a discount is usually in order. fu a pinch, 
the tail end of a roll of newsprint has been purchased a11d used for table 
covering . 
There should be a flower committee. If it summer time, 
flowers are usually readily obtainable, and women, if local organizations 
are to help, will see to this without being asked. In winter the flower 
shops can generally be prevailed upon, though in this case, it is not 
really necessary to have flowers at any more than at the head table. 
Potted palms can sometimes be borrowed from hotels. Flags are 
omnipresent in halls. A rostrum (Arrangements Committee) a must, 
of course, and ofttimes an item which is forgotten until a last minute 
panic sends someone to borrow one from the Lions or: Rotarians. Most 
decorations are not really essential, but rather desirable, particularly 
if the hall is gloomy, or unpleasant. There is the possibility of use of 
campaign banners, posters, and other educational devices as decorations. 
What literature should be left at the places? This, of 
course, depends upon what your publicity man has turned out. No more 
than three pieces should normally be used, because, for some reason, 
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more than this seems simply to cause confusion. It has been found 
useful to have at least one of these pieces a well-edited brochure with 
1nany pictures. The 'anchor' speaker (whom we will describe later) 
will find this useful. By being able to look at parts of the brochure as 
the speaker mentions them, the audience is given an opportunity to 
'participate 1 , as well as enabling the message to be driven home 
visually on top of the oral delivery. The time that it takes to put these 
pieces around shouldn't be underestimated - usually about ten - minutes 
1 per piece with two or three girls putting them at the places. This can 
total over a half-hour, and since it can't be done until all the places 
are set, can run perilously close to the time the first guests begin to 
arrive. 
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Chapter IV. 
THE PROGRAM 
A Reprise of Purpose: 
Now comes the part of the affair which gives it meaning .•. 
the dissemination. of ideas. At this point it will be well to review the pur-
poses of the whole. In the introduction it was stated that the dinner did 
three things: 
l. By bringing together a large group of people, the impor-
tance of the campaign and widespread, ready interest can be impressed 
upon the community ... particularly for the benefit of those who jump only 
in the presence of 1bandwagons 1 • 
2. Question s that are currently being asked concerning 
the institution, rumours that may· exist, and objections to the campaign 
or to the institution can he met and answered before they become issues. 
3. By inviting guests from representative groups, and 
giving them full, convincing and lucid accounts of the hospital 1 s situation 
and the plans designed to ameliorate it, informed and, as a rule, friendly, 
points of active information dissemination are established among the 
general population. 
A fourth 1purpose 1 might be added here. By inviting 
important representatives of various influential civic and fraternal groups 
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to sit at the head table, and in their official capacities, voice approval and 
promise the support of their organizations, these groups become psycholog-
ically identified with the cause and a potent factor towards the success 
thereof. 
The whole burden of all but the first of these rests squarely 
upon the competence with which the 'case' for the institution is presented. 
Tools and Background: 
The methods and tools available to this task correspond to 
those used by an 'agency' man in laying out an ad for the Saturday Evening 
Post. Attention must be attracted, interest won and held, and finally, the 
idea must' be sold. This last function is the 'raison d 1 etre' for the rest. 
While attention-getting and entertainment devices are undoubtedly more in-
' teresting to work with than the prosaic stand-bys, they are irrelevent e x -
. cept as they contribute to the. end result ... an audience sold on the need for 
backing the campaign. 
There is, then, need for tools to perform four functions. Th=· 
first need is to gain attention. To do this, a skyrocket might be set off, or 
a rearing band marched across the stage. It must be remembered, how-
' ever, that each part must lead naturally to the next, bringing the diverse 
interests of the audience to one single focus. Any tool which accrues so 
much attention to itself that it cannot be shifted easily to the next point of 
interest, defeats its purpose. 
The opening prayer is important. Almost all of us have 
some d~gree o t natur c::_l piety. _ ln Ji:QY: ev~nt,_)t ~ou,_.ld_be unthi~able to talk 
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or move about while a prayer of thanks is being offered after the meal. So 
an effective halt is brought to all other activity. Attention is centered vdlere 
it is wanted and at the same time, a tone of responsibility and purpose is 
established ... which is necessary if what is later said is to be taken to 
heart. 
Where the audience is particularly large, it may be well to 
precede the prayer with a verse of 'America', or some such. This gives 
them an opportunity to eA.'Press themselves as a group (focusing attentions) 
and at the same time releases some of the impulses to make noises of self 
expression, which would otherwise find vent in coughs and whisperings. 
There are places where certain religions forbid members to attend public 
prayer with those not of the same faith. When this is a matter of concern, 
public singing may replace prayer at this juncture. In any event, thought 
should be given possible 'political' implications involved in the choice of 
any particular pastor for saying the grace. 
Sometimes, at this point, some form of entertainment may 
be in order. Prominent violinists, musicians, and singers may be used. 
Their value, however, is more in building up the 'previews 1 in the publi-
city than in furthering the program. Unless carefully handled, they are 
apt to upset the pace of the agenda, and distract the attention of the audi-
ence from the direction in which it is being sought to move them. In any 
case, the program operates on a tight schedule - people resent prolix ity ... 
and the unnecessary is not to be tolerated. 
M_ovies (appropos of the campaign) are sometimes used rere 
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as a sort of combined attention-getting and case-building device. This 
would seem a rather poor thing. As a case builder, it is simply an admis-
sian that the persons handling the dinner are incapable of making adequate 
presentation themselves, in which event, anything said afterwards will be 
anticlimactic. It has been observed, further, to have the disadvantage of 
disrupting the pace of the program, and taking attention away from the 
speakers ... which means that the process of regaining it must be gone 
through. One advantage they have is in the case of fraternal organizations 
(or the like) raising funds for worthy projects on a statewide basis but 
with the sums involved so small as to not warrant sending trained speakeTI~ 
to each. 'lodge'. For the promotional dinner, however, the use of motion 
pictures might be deemed more of a hinderance than a help. 
After the foregoing, the audience should be in a proper 
mood for the speaking part of the bill. 
Speakers and Speeches: 
The speaking should be thought of as if it were all being 
done by one person. That is, each speech should join into the last, carry-
ing the story, the logic, or the mood another step toward the objective. 
This is done by, first, having the need presentedj second, by having 
representatives of various groups within the community accept the 
challenge and express willingness to 'do' something. Third, the main 
speaker, as an outsider, and an expert of some sort, assures all 
concerned that the cause is worthy and essential (his talk, which is the 
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'interest' point of the evening should serve the function of establishing 
him as a disinterested expert). Last, the 'anchor 1 man tells how the 
job can be done. 
The above is an outline. We now go into detail. It may 
be interesting fa-r the reader to check the following against the speakers 1 
.! agenda on the opposite page~ 
The first person the audience will have met is the Master 
.. of Ceremonies. He leads the singing (generally) and introduces the 
I I pastor who leads the prayer, as well as the rest of the speakers. There 
is an almost irresistable temptation to pick the witty fellow for this job ... 
the fellow who shines at the lodge outing or the church skit. And almost 
1 inevitably this gentleman is the type who so fascinates himself that he 
will spend too much time on introductions, ad libs, and proving himself 
witty. A person of poise, quiet humor, and sincerity is much better for 
the job. An audience is quick to sense motivation, and a clown goes 
1 poorly in this sort of setup. 
The number of speakers used depends upon who is 
available for the job, and what informa tion is to be presented. If there 
isn't too much to be said, and three or four very good speakers are 
available to say it, they may suffice. But very few, even competent 
speakers are able to hold an audience for any length of time, and few 
persons are able to present themselves as experts on all phases of the 
information to be presented, particularly when the institution is a complex 
one, such as a hospital. Where such a case is to be presented, a 
'multiple-speaker' program is suggested, with a series of speakers 
each giving short, well planned expositions of specific situations, each 
talk dovetailed into the last. They must be planned and timed with 
extreme care, but, for this type program, are apt to prove more 
, effective. 
The people used to build up the case will depend upon 
just what the need is. For a hospital with a poor operating room, the 
head surgeon is the man to dramatize the difficulties under which he 
. works, and the dangers inherent therein. Maybe the head nurse should 
describe the handicap of present inefficient layout, or lack of nursing 
facilities, and what they mean in nursing costs which accrue to the · 
patient. Where ·there has been public doubt as to the finances or 
handling of finances, a representative of the company which audits the 
books should be called upon to give his stamp- of approval. 
This section should begin and end with comparative 'heavy 
weights', the speakers between buttressing the more general expressions 
of the former. In the sample agenda it will be noted that a boardmember 
starts off by giving the history of the hospital's service, a g ood gambit 
because it establishes that the hospital's need arose because of service 
given to others. Sometimes an institution's history has not been 
sufficiently long or glorious to warrant reiteration. 
The 'need' section should end with two persons ... the 
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Illustr a tion #1 0 · 
administrator and the president of the board, whichever one is apt to 
carry the more conviction coming last. They should summarize the 
details given by the foregoing 'department heads 1 and present a composite 
view of the need (from an administrative viewpoint) and the difficulty of 
finding means from current income to meet that need (from a board view-
point). 
Next, the campaign chairman accepts the challenge, 
reiterates the value of the institution to the town, and e 2..rpresses willing-
ness to do something. Since the campaign chairman: should be one of, 
if not the, biggest man in town, what he says should carry weight. He is 
followed by various members of the campaign organization who echo his 
zeal and conviction. 
If there is a. rival faction of any sort, in town, it is good 
strategy to have one of their representatives to sound a laudatory note 
at this point. He may not mean it, and may even resent that he has been 
asked to speak, but the fact that he has spoken will often be a major 
factor in taking the steam out of opposition. His followers, at least, 
will regard that an honor has been done him, and that they themselves 
1 have been recognized. 
Next, the president of the Chamber of Commerce may 
speak on the value of the hospital to the town, the fact that it is in itself 
a dollar -attracting industry, nQt only buying goods and supplies from 
local concerns., but attracting visitors to the sick, etc. who stay at local 
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hotels and buy in local shops. The statistics on this sort of thing are 
generally impressive and can make a dent in the resistance of the town's 
commercial element to the campaign. 
Members of various community organi:z;ations and service 
clubs and the clergy all get up just long enough to say, that their organi:z;a-
tions are 'for it'. 
It is possible to miss an important point here. That is the 
ama:z;ingly hypnotic effect of a long series of voices each echoing the other 
in sincere assertion that something is so or that something must be done. 
Even when it is you who have planned it, you will find yourself more 
convinced than ever. All these voices become 'public ·opinion', the 
'voice of right-thinking 1• One or two people might present the same facts 
just as, if not more, effectively, but the power of conviction could not 
possibly lie in: their words which this insistant iteration carries. 
Then ext section is the main. speaker. His. are three 
functions; to serve as a drawing card, to establish himself as an 
authority, and to put the disinterested, authoritative stamp of approval 
on the campaign. His prestige as a drawing card is more: important 
than his ability as a speaker, but speaking ability is not a point to be 
overlooked when selecting him. 
If the main speaker is a bit sub-grade, the 'anchor' man 
must'pick up the ball and run'. He should be an invariably good speaker, 
with full knowledge of campaigning, and detailed and persuasive knowledge 
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of 'how it can be done! He must be able, should the program run over-
time, to tailor his remarks to his time. He must be able to pick up and 
tie together whatever loose ends other speakers have fumbled. If the 
main speaker flops, he must be able to pick up the pieces, re-establish 
the mood, and send forth the audience in a dedicated spirit. In short, 
he's 'gotta be good'. 
Now, to go back. Throughout this thing we must maintain 
a tight schedule. This is particularly so if the speaker is to go on the 
air. People will begin to get restless if kept much beyond nine o'clock. 
When the main speech is to be broadcast, it must begin on the minute and 
end on the minute. In order that this may be so, all those who are to 
speak should be notified well in advance precisely what their talks are to 
cover (many of these will have to be written at campaign headquarters) 
and exactly how long they are to take. If the timing must be changed 
later, very well, they can be notified, but it is such an ordeal for some 
people to speak, that they must prepare well in advance, and are often 
totally unable to alter their theme or timing once launched. If the person 
plans to compose his own spee€h, it is well, in addition to time and 
subject, to give him material from which to work, which should include 
sample opening and closing remarks. They most often have a hard time 
closing. 
Despite warnings and explanations for the need for proper 
timing, some people just don't seem able to stop. This is sometimes 
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because they don't know how to close, but is more often because they don't 
want to. A cure for this is to have a little red light near the rostrum 
where it can be seen by both speaker and audience. Jokingly announce to 
the audience that when 'any of the boys' run overtime, he's going to get 
the red light. Where this is done, one almost never sees a speaker run 
over. The threat is sufficient. 
Beyond a certain point, the larger an audience, the harder 
it is to persuade them and to hold their attention. This varies with the 
type of people-- -easterners and urbanites are quicker to reach it---but at 
that point, the speakers must be more persuasive, and a different type 
oratory---short sentences, simple illustrations, obvious humor---must 
be used. This breaking point is generally around a thousand persons. 
People become much less tolerant of boners, (and during the dinner will 
be much more resentful of poor service). Even at this size, though, sin-
cerity or insincerity is quick to be felt. The glib, meaningless 'radio-
commercial' type speaker will be very much resented. 
Few people can speak much over twenty minutes without 
losing ground, and most not over ten. It is not disasterous to have a 
'minor' speaker obviously read from a manuscript, provided he has some-
thing to say, is sincere, and is not emulated by the other speakers. It is 
not a practice to be encouraged, though. If possible, a good speaker 
should be placed before and after each poor one, so as to minimize the 
drop in pace. 
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Whoever on the campaign staff is caring for the speakers 
should make sure in advance what they each plan to say. This will 
prevent all sorts of trouble. 
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Chapter V 
AFTER THE DINNER 
Following the dinner there are two areas of follow-up: the 
highly important matter of capitalizing on the event, and the less momen-
tous, but necessary, physical cleanup. We deal here with the lesser prob-
! lem first. 
Cleanup: 
As the last guests are wending their ways toward the door, 
11 the cleanup is begun. Dishes and silverware have probably already been 
I 
cleared by the women, generally just before the speaking (care must be 
I 
II taken that, if done at that time, there is sufficient help to do it quietly and 
not make a racket during the speaking). The woman heading the serving 
committee has charge of all this, but it is well to check to see that she has. 
properly prepared it all to return to the owners . 
. 
Girls from the campaign office should be sent around the 
tables to check for lost articles or anything of value. Useable brochures 
should be collected. A quantity are usually left, and they represent an in-
vestment of anywhere up to ten cents apiece. This done, paper table cov-
erings can be simply rolled up with whatever trash is left and discarded. 
P. A. systems, tape recorders, or other items of value 
can be broken down and consolidated for removal. This should be done be-
fore any extensive cleanup, or items are bound to be lost in the shuffle. 
It is possible that nothing more may be done that night. 'Ibis 
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will d e pend, largely, upon the time permitted for the clearing of the hall, 
and the time by which borrowed propertie s must be returned. 
TP.e returning of them commences the following morning. If 
one of the laborers who helped in the pre-dinner s e tting-up has proven re-
liable, he can be made straw-boss • In any event, it is well to use the same 
men because the y will know where the items came from. If the illustrated 
borrowing-tally is used, there should be no confusion. 
Immediately the men report an item returned, it is necessary 
to phone and check that it was r e turned in order. According to prior arraqs-
e m e nts, it may be n e cessary to phone ahe ad as well. If the person to whom 
thanks is due is the one contacted here, he should be th anked profusely. If 
the one phoned is only a custodian, a letter of thanks is desireable. News-
paper mention is not amiss, either. 
If the dinner is for a hospital campaign, bills for food will 
usually come from the hospital di e tary department, because by making pur-
chases in its' name, certain discounts b e come available . Similar economy 
may or may not be available to othe r types of institutions. 
L e tters signed by the Campaign Chairman should be sent to 
every speaker and non-commercial organization whos e members have 
h e lped, even if paid for, thanking them for their s e rvices. Frequently such 
letters produc e gifts to the campaign from the treasuries of the organizat:ias 
which exceed the amounts they have recieved for the services of their mEnJ.-
bers at the dinner. 
Capitalizing: 
l. Publicity - The dinner is one of the most elaborate and po-
tentially effective piec e s of publicity of the campaign. Even more important 
than the build-up is the over-all coverage afte rwards. It should be loud, 
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widespread, and made to endure as long as possible. Until such time s as 
the campaign actually 'goes over the top', it will be the greatest opportunity· 
to bring the campaign and the institution's need before the public eye. No 
r e asonable opportunity to capitalize on it should be neglected. 
Long b efore the dinner become s a matter of active, public in-
terest, the publicity man should, in his regular contacts with p~ess and ra-
dio, begin to 'plug' the dinner. At first, he mentions it only casually, 
but always in tones bordering on awe. From time to time he should 
m e ntion various aspects of it .•. the huge crowds .•. famous speakers who 
have appeared at other dinners ... the numb e r of important people expected 
to attend. If this buildup is done properly, no good n e wsman is going to 
run the risk of being scooped, even if he do e s think the publicity man is 
probably exaggerating. 
Toward the eve of the dinner, the publicity man can begin 
making arrangements as to how the thing is to be handled. One of the 
most important essentials is that someone important from the paper should 
be persuade d to attend. If the men who decide what's news can be induced 
to come to th dinner, they almost invariably will absorb all that can 
b e given them about the campaign from then on. "If all these p e ople 
are intereste d, it must b e news to somebody". In addition, we have 
ofte n se en editors who had reluctantly promised a few inches on the 
front page with the air of an emperor granting largesse, immediately 
after the close of the dinner b e g us for every shot we had of anything, 
for him to throw into a 1 spread' for the next day's paper. 
It is best, though, if they can b e sold the idea of a spread 
b e fore they go to the dinner. Editors are, naturally, a lot more amenable 
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to an idea when they have had time to juggle it in with the many other items 
to be handled. It is a great help if the publicity man is part of the team 
of a professional fund-raising concern, because he will then have scrap-
books with clippings from other campaigns to convince the editors. As 
we have mentioned, the publicity man should not only urge personally the 
heads of the various media to attend, but he must see that everyone who 
is anyone on the staffs of the media receives a formal invitation, and 
that the media itself receives a formal invitation to send members of its 
staff. 
Large, city papers send their own photographers. Some 
won't even accept pix taken by others when better than those their own men 
were able to get. Smaller papers are more open to means which will do 
the job without tax ing their generally overworked staffs. W4ere they have 
not their own photoengraving servic.es, they very often will welcome any 
legitimate opportunity to run a spread of pictures if it is at no cost to 
themselves. Where this is so, an 'agreement' can often be reached ahead 
of time, whereby the campaign office pays for the pix and plates or mats, 
and the paper runs a page of pictures. Sometimes the photographer for 
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the paper is also a reporter, and is not adverse to plugging a big spread if 
he happens to be the man hired to take the pictures from which the cuts are 
made. Oddly, many papers welcome deals of this sort, because small 
town newsmen are not always too highly paid, and the sheet expects them 
to supplement their income with 'side' deals of this sort. As a matter 
of fact, if such_ an idea is to be proposed, it might best be first suggested 
to the editor. 
Where the campaign is to pay for the photography, the publi-
city man generally directs the shots. If he has been able to 1 sell' a 
spread, some of the following might be in order; a shot of the speaker 
getting off the plane or train on arriving in town, and/or being greeted 
by locals; pix of women preparing food, where such will make an 
impressive scene; picture of crown, taken from high corner, just after 
· they are seated and before places are messed and smoke fills the air 
(avoid or crop walls and edges of crowds in such pictures; people running 
out to edge of shot gives impression of unlimited size to crowd); shots 
of various speakers at rostrum; shots of other bigwigs and any pretty 
women of any consequence to the affair; shots of the main speaker, 
administrator, campaign director, and any big-wigs gathered in a group 
doing something, such as looking at a brochure, or whatever. It will 
be well for the publicity man, at the same time he is having shots taken 
in the hospital for the brochure, to be sure to lay up a few other 'stock' 
shots that can be run on occasions such as this. If it breaks right, they 
are apt to want just everything that can be 'dug up'. 
The publicity man should think ahead of time of every possible 
kind of story the newspapers might want to run. He should have the nal'n!s 
of everyone, down to the last girl in the kitchen. If he has ready a few 
features, such as the work and quantities of food that go into preparing 
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the dinner, they will often be run in an inside page while the main story 
is on the front ... or possibly saved for a slack issue, which is even 
better, because it 'spreads out' the memory of the dinner. Names, 
connections, and campaign tasks of prominent women at the table make 
capital copy for the society column, which exerts more influence than 
r.nost men seem to realize. Society-column editors are generally low-
ranking female members of the paper staff, and as such are pretty 
much neglected. They ofttimes go out of their way for any man who will 
recognize their worth. 
The publicity man should be at the elbows and service of his 
news-guests throughout the dinner. If he is also directing the picture tak-
ing, he will be a pretty busy fellow; probably won't get to eat in any case. 
After the dinner the newsmen should be introduced to principals and be 
made to feel as members of the 'party'. 
The work for radio is generally done ahead of time. Whereas 
newsmen as a rule want to meet the main speaker after the dinner, radio 
men want to check him out beforehand. Radiomen are sometimes rather 
breezy characters, and it is well to stand ready to act as buffer betwixt 
then1 and the principles. Where there are only two or three stations, each 
may refuse to cast live unless they can scoop it. We find, however, 
where there are four or more, particularly when at least two of them 
are striving for top positions, they may develop civic spirit and all 
decide to broadcase the main speech. This really doesn't make too 
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much difference, because if the speech has been good, and the affair 
successful, a preannounced re-broadcast will have much better 
listenership than the live one. In any event, some staff member 
(preferably the publicity man, since they know him) should be on hand 
well before the crowd arrives to help set up taping or broadcast 
facilities. 
The same agendas which are given the speakers should ,, 
be made available to both radio and newspaper men. There is often I 
some question as to whether prepared stories should be handed out. 
This depends on the nature of the media. In most places it pays at 
least to have them on hand, in case asked for. There should also be 
an 'information sheet' with all pertinent data, so arranged that 
desired paragraphs can simply be extracted as needed and used 
without alteration. Even papers that decried prepared stories have been 
known to use these information sheets almost verbatim, with full 
knowledge that every other paper in town was doing the same thing. 
As soon as the dinner is over, the publicity man should be 
preparing stories to be sent to any out-of-town papers whom it is 
desirable to have the story. If some of the outlying weeklies have 
failed to send a man, they probably will soon regret it, so he should 
send prepared stories and mats to each of these. News releases 
should be prepared and handed to the radio at the station the following 
morning. The boys who helped tape or broadcast the show last night 
may not be on duty the following morning, and it would be an imposition 
to ask them to see that the stories were delivered. 
Even after the dinner has ceased to be news, it will pay to 
keep alive the memory of the momentous event by references to it in 
stories regarding other matters. 
b. Organization- The object of the dinner, is to further the 
campaign; to make the organizing easier and to educate the public. If the 
impression which has been made is to be of any benefit, the tasks which it 
is meant to make easier should be begun immediately after the dinner, if 
they haven't been started already. The organization of the teams will be 
the easiest at this time, because much of the impetus to consenting to 
assist the organization comes either from social or business motivations. 
The woman will now serve because 'all the best peop-le' were there. It is 
obvious, to her, that this is a chance to get in with whatever circle she 
regards as being the next rung up. If we wait, not only will some of the 
memory and impression of the dinner wear off, but people will begin to 
wonder why nothing is done, and attribute it to the fact that 'the thing's 
not a success'. 
Men join for more oblique reasons. It is generally because 
of a combination of desire to improve and make more prosperous the town 
from which they draw their living, and the fear that the 'big' men they have 
seen at the dinner, and upon some of whom eac.h generally looks to for 
favor in some form, will be displeased if they don't do their part'. If 
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the men are given time to forget the sincere and pressing need as 
explained to them at the meeting, and if they are given time to see 
that the 'big boys' aren't actually pulling down the heaven:s for the 
campaign, they in turn will grow indifferent. Time is of the very 
essence. 
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I APPENDIX FOR CHAPTER II 
In order to rate- the factors present in a given situation, 
>it is necessary to have some basis of comparison. The following is a 
I 
.,grouping of cases in order of the 'intensity' of the measurable variables. 
;F ind which ranking group each of the factors in the 'case under study' 
·.most approximates- obtain value for the particular rating on table No.7, 
I 
I 
b.nd apply the result to the normal response for the size of the town. 
I 
!Newspaper lineage and number of competing hospitals are not ranked, 
1
1
since they can be directly measured. 
I! The following are our thirty-three cases ranked in order 
lof .STRENGTH OR SALABILITY OF CAUSE. 
Case Rating Reason for Assigned Rating 
No. 
I 
J• 3. 
----1 
l 
II 
I. 
;I 
1. 
1. 
There had been a previous campaign here which proved 
very successful. _Unfortunately, the administrator had put 
the unpaid pledges in the hands of a collection agency 
(which netted the hospital about $3,000, and much ill will) 
and had been rather reticent about making clear to the public 
what had been done with the money that had been raised in 
that first campaign. The result was that the public couldrrt 
really see why another campaign was needed, and rather 
distrusted the hospital. 
A previous campa.ign had been run in an amateur fashion 
by an ambitious clergyman. He had promised that pledges 
would be applicable to hospital bills •.. which promise was 
not always honored •.• and had surrounded disposition of the 
funds raised with much mystery. This second campaign was 
for beds in a particular department (whose patients had to 
be segregated from other cases), andthe need was quite 
authentic. Another hospital in town, however had just 
announced the closing of a wing for lack of patients. While 
II 
Case Rating Reason for Assigned Rating 
No, 
(con't) 
8. 1, 
23, 1. 
30, 1. 
31, 1. 
32. 1. 
there was a perfectly legitimate explanation for this 
anomality, the public is not always willing to understand 
such fine distinctions ... particularly when money is involved. 
There had been a previous campaign in which the monies 
· raised had not been used for the announced purpose, _and 
had not been accounted for. There was much opinion to the 
effect that the hospital was badly located and more money 
should not be put into the plant, While the location wasn't 
all that could be desired, the cost of an adequate plant in 
a more desirable location would have been out of the 
question, and in the meanwhile, the place was desperately 
crowded. The very bad mismanagement of the place over 
a period of y .ears, however, had made the public unwilling 
to accept the word ofthe hospital as to its needs. 
This was a campaign to build a new hospital, already 
partially finished. Another very successful campaign was 
conducted just previous to World w ·ar II (see case #29) 
but with the war, building materials became unavailable, 
and afterwards, the costs of construction had gone up so 
high that the fl1nds were no longer adequate to meet costs. 
The public mind, however, is not prone to make such fine 
distinctions, and an unbuilt hospital is always a harder 
cause to sell than one ·in existence. 
The funds, in this case, were largely for remodeling of 
existing facilitie-s (the hospital was quite old). While the 
work was quite necessary to the continued efficiency of 
the hospital, the public thinks in terms of tangible q.dditions. 
There w~re also other hospitals in the .city (some quite 
well known), so that even the addition of beds was not 
- entirely understandable, For a small town thi_s cause would 
have been fairly good, but in a large city it was fairly weak. 
This was a sectarian hospital run by and for (in practice) 
a 'foreign'group. This fact was fairly well recognized. 
The hospital had, further, followed the practice of 
accounting to no one for its actions, · its income, or for 
donations of previous compaigris. The campaign was toward 
the end of the depression when many hospitals were having 
a rough time staying open, let alone expand. 
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(con•t) 
• Case Rating Reason for Assigned Rating 
No. 
33 1 
5 2 
9 2 
13 2 
This campaign was in the depths of the depr e ssion and was 
partially for operating funds and partially for expansion 
funds. At this time, hospital personnel were undoubtedly 
overworked, so that when the union of hospital laborers 
(janitors, etc) struck, and ran full page ads attacking the 
hospitals in town, the public was sympathetic to the strikers. 
On top of this, the hospital {as many others during the 
depression) had been forced, at times to some rather sharp 
or drastic practices (collections, etc) in order to survive, 
This hospital was very crowded and there was a genuine 
need for expansion. Unfortunately, there was a clique of 
second-rate medical men(the hospital was unrecognized 
by the American College of Surgeons) who strove to 
maintain a monopl y, and the year previous, there had be en 
an administrator who had badly mismanaged the budget, 
(running the hospital into debt) as well as treating patients 
and visitors in such cavali e r fashion as to drive them to 
other hospitals at some distance. 
Another case of a campaign run toward the end of the 
depression. The patient load on this hospital ha d incr e ased 
yearly, and it was quite apparent that as soon as people 
began to really make money again, it .i.would become very 
badly crowded. While it was, at the time, actually over-
crowded, the administration had been so skillfully managed 
that the public had not become aware of the fact, and 
couldn 1 t s e e the need. 
This was an adequately administred hospital with a rapidly 
growing need for beds because certain economic factors 
were causing the town to expand almost at the rate of a 
1boom 1 , although with probably more stable after-affects. 
The difficulty was that the doctors had formed three cliques, 
one of which was associated in particular with this hospital. 
Out of resentment {which was very possibly justified) the 
other groups attacked the hospital and publicly minimized 
its needs {it was made difficult for them to practice there, 
so they had nothing to lose). In the face of conflicting reports 
the public wasn 1 t at all certain whether there was a need or 
not. 
84. 
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Case Rating Reason for Assigned Rating 
No. 
14 2 
15 2 
16 2 
17 2 
19 2 
21 2 
22 2 
This was a very crowded hospital with an able administra-
tion and an excellent staff of doctors. As so often is the 
case, however, the cheerful, good management concealed 
from the patient and public much of the extreme ffiifficulty 
of operation. 
Another inadequate hospital, well run. The hospital 
handled laboratory work for a local governmental agency, 
and the public was uncertain but what the hospital wasn't 
making enough from this to afford to build (such was 
definitely not the case). 
Several prior campaigns, e.ach promising to be the last. 
People didn't put much faith in what hospital said, anymore. 
Same as above 
There was a very strong need for more beds, but a group 
of amateurs, who had bee·n closely associated with a previous 
successful professionally directed campaign (see case #18) 
felt they could do it themselves, and thereby badly bungled 
their effort and wore out. publ i c"~ympathy with what was 
otherwise an excellent cause. . . 
This was a sectarian campaign for addition which, while 
desirable and somewhat needed, was not absolutely 
essential. Coming at the tail of the depression, this could 
not be called a strongly salable ·cause. 
This was . a campaign for work already contracted for and 
in construction (a wing), the costs. of which had bean sadly 
underestimated. While there was a definite need, the public 
was quite c~:mscious that something had been mis-managed. 
In addition there was a division of the town's doctors, 
similar to that in case #13 ~ 
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Case Rating Reason for Assigned Rating 
No. 
28 2 
2 3 
10 3 
ll 3 
12 3 
20 3 
25 3 
26 3 
There was a strong need for this hospital, but it was 
entirely unbuilt, and one of the hardest things for the 
public to believe :ln is the future of something of which 
no part is yet in existence. 
This was a small, well run hospital, known to be rather 
crowded by most of the public. A good, quite salable cause. 
Same as above. (before World War II) 
For the same hospital as case #10. Diplomatic collection 
of pledges and prompt construction of proposed construction 
in previous campaign, as well as good management and a 
n .eed mioderately well known to the public made for a 
good cause. 
This was a town populated very largely by a transient, 
government emplpyed, citizenry. Their faith in their 
ability to r .aise the needed funds was almost non- existant. 
Nothing over $16,000 had ever been raised in the town 
before. Everyone was sure it couldn't be done. But the 
need was so obviously desperate that the cause was adequate 
to overcome this to the extent that they were willing to back 
(to a degree) anyone who would try. :· 
There was a high degree of overcrowding and of over-
taxing of facilities of this hospital, so that dispite 
opposition from a rival hospital, the cause was salable. 
The need here was vital. No admissions except for 
emergencies, and no electives whatever in surgery. 
The town was near enough to larger towns so that the need 
may not have bee:r:1 impres(3ed as much upon the public as 
might have been the case, but it was the only general 
hospital in town, and the cause was quite salable . 
. This hospital was very badly overcrowded, but a policy of 
secrecy regarding income and donations somewhat 
diminished the strength of the cause. Still, it was real 
enough to be quite salable. 
Case Rating 
No. · 
27 3 
28 3 
1 4 
4 4 
6 4 
7 4 
18 4 
24 4 
(can't) 
Reason for Assigned Ratjng 
This was a good hospital with a strong need. Inasmuch as 
the campaign was conjucted, in part, on a statewide basis, 
the cause may be said to have less ·strength statewise than 
in the city where the hospital was located. The staff was 
excellent and very much appreciated -by the public. 
Several hospitals had joined their facilities to make one. 
The men and doctors connected with the institution were 
highly regarded. · This campaign was to build on to one of 
the plants so as to consolidate (and increase) bed capacity 
for greater efficiency and accommodation. 
This hospital was extremely crowded, · and being in a fairly 
small community, with a rather above-average intelligence 
(due to certain economic circumstances) the need was 
generally realized. 
About the same as above. 
The need here was patently desperate. Beds jammed the 
halls all the time. All facilities were inadequate, and the 
staff working heroicly under circumstances. The fact 
that .a rival hospital was working rather clumsily to 
undermine it, simply aroused the people to greater 
appreciation. 
Although, at the beginning, there was little interest, 
the hospital was well run, supported by all the doctors, 
and very definitely needed more beds. There 'W'cas an 
emotional tie-in in the fact that a doctor very much loved 
by the community, had given the hospital to th~ public. 
The caus :e was very real and very salable. 
This campaign was for both hospitals in a city. Both were 
badly overcrowded. With no real opposition to deny the 
manifest fact, the cause was very salable. 
A very much over- crowded hospital, housed in old 
buildings, all but one of which was a fire=trap. The 
cause was real enough so that although there were other 
hospitals in the town, a:n,d the institution labored· under the 
reputation of being a 'rich-man's hospital', the need could 
be sold. 
87. 
EVALUATION OF SPONSORSHIP=is somewhat ea,.sier to 
estimate than evaluation of public sentiment or of strength of cause. In the 
course of a campaign, the director gets to know the leaders of a town 
pretty well, and is in a good position to judge them. We have five 
categories here. Sometimes the things which w!ll cause the group to be 
lumped in one category rather than another are slight. And because 
leadership is often so subtle a thing, it may prove difficult to explain why 
this judgement or that was made. Nevertheless, it is hoped that sufficient 
'evidence' is presented to enable the reader to understand the general 
type of leadership to which each category applies. 
Case Rank 
No. 
5 1 
8 1 
13 1 
30 1 
Reason for Assignment of Rank 
The leaders here were .a very small group of capable, 
devoted, second-string individuals, with little access to 
the larger people of the town, and no fame or following 
in their own right. 
In a leaderless town, the moving character of this plot 
was an individual with a reputationfor much energy and 
rather flexible morals. Prior to the dinner,. a group .of 
more responsible people were induced to assume some 
leadership and the individual gradually moved to a less -
commanding position. Over-all sponsorship was still 
lacking, however , and there simply were no real leaders in 
the town. 
The director made the error, in this case, of assuming 
that by getting the wealthiest man in town, the rest of the 
towns leaders would fall in line behind. He failed to see 
that this one man was vey y much resented, and that by 
gaining the one, the rest were lost. Up to the time of the 
dinner, this situ.ation was not rectified, or indeed, even 
realized. 
In a city of this size, to be effective, the leader·ship must 
consist of the very largest men from just about all the 
groups with which it is hoped to establish rapport. While 
some very large men were represented here, representa-
tives of some interests were notibly lacking at the time of 
the dinner. 
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Case Rank 
No. 
3 2 
9 2 
21 2 
22 2 
23 2 
29 2 
31 2 
(can't) 
Reason for Assignment of Rank 
II 
This town was split into two violently opposed factions. j 
Eventually the two were induced to patch up a peace, which 
was hailed as the greatest thing that had happened to the 
town in years. At the time ofthe dinner, however, precisely 
half the towri, from top to bottom, was conspicuously absent. 
(See case #3 under Public Sentiment) 
In this campaign, it was necessary to cover a larger than 
normal area, Prior to the dinner, much of the leadership 
was missing. 
This was a campaign for a Catholic hospital. Prior to the 
dinner, much of the Catholic leadership was very 
conspicuously absent. There was local opposition because 
of the parish priest. 
There were several splits in the leadership. The town 
was divided religious-wise in leadership, and there was 
.a split amongst the doctors. The net result was that at 
least half the leadership of the town was not to be had, 
There was some very good leadership here, but some of 
the towns top men were not to be had, and the result was 
that many of the lesser citizens took their absence as 
confirmation of some of the stories which had been 
circulating regarding the hospital. 
Sponsorship for this campaign eventually was very good, 
but .at this time, in the absence of any tangible building 
or even major commitments, the cause did not seem strong 
enough for many top men to lend their names or efforts. 
As has been-mentioned elsewhere, due to political 
situations, much of the potential leadership of this city 
had turn.ed away from civic activities. They were 
unaccustomed to the role. and at the time of the dinner 
had not yet been sold ori the idea. 
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Case Rank 
No. 
33 2 
1 3 
2 3 
6 3 
10 3 
11 3 
12 3 
(can't) 
Re.ason for Assigning Rank 
This campaign was at the tail of the depression, and was 
in a region particularly hard hit. The old guard had been 
somewhat broken up by the depression and the new set had 
not yet realized its responsibilities. They had not been 
sold the idea at the time of the dinner. 
Very good leadership, marred only by the fact that a large 
proportion of them maintained only summer homes and 
appeared on weekends, which cut their effectiveness. At the 
time of the dinner, not all of them had opened their summer 
homes, which meant that much of the top leadership was 
simply not to be had at that time. 
Insofar as they existed, top leadership was represented 
at the dinner, but the town was so small that no group of 
individuals had obtained such marked ascendency over 
the rest as tp be termed really 'first grade sponsore'. 
Leadership was strong. Some of the biggest men in town 
were intimately connected with the hospital even before 
the campaign had been announced. A drawback existed in the 
fact that a small number of the top men belonged to a different 
ethnic group from the rest of the town and didn't identify 
themselves with it. Some of the leadership, though not much 
was lost to the rival hospital. 
Leadership was quite good. Some of the top men, however 
did not become available until after the dinner (as is so 
often the case). 
This was a later campaign for the same hospital as case #10. 
The leaders, because of the previous campaign, were more 
easily available for this one, although prior to the dinner, 
several important men were not available because they 
were out of town, etc. 
Leadership was good, although several top men did not 
become available until the success of the dinner impressed 
them with the importance of the undertaking. 
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Case Rank 
No. 
14 3 
17 3 
19 3 
32 3 
4 4 
7 4 
16 4 
(can't) 
Reason for Rank Assigned 
Same as .above, with the additional ·' side-light' that one of 
the hospital board members was secretly working against 
the campaign, and continued to do so until it came to a 
successful conclusion ... then his activities were 
uncovered at the very time he was trying to claim credit 
far the success of the campaign. 
Some of the leadership was lost to the rival hospital, and 
some -(typically) didn't come in until the success of the 
dinner lured them on to th.e bandwagon; in general, however 
it was good. 
Good leadership, willing to listen, having bogged down under 
their own efforts. Unfortunately, some top -men had been 
p.ermitted to 'buy their way out' · of the campaign prior to the 
calling -in of the professionals, with the result that these 
persons were not to be had, at least for some time until 
after the dinner. 
Good leadership, but of .an unbalanced, sectarian nature, 
The actions of the institution itself had made it difficult 
to obtain some of the leaders desired. T..here, were, never 
the less, some very distinguished names represented 
among the sponsors of the dinner . . 
There is little to say here. There were big- calibre men, 
and they were all represented. 
The doctors here were appreciated and liked, a situation 
not always true in post-war America. The leaders were 
all behind the campaign, to one degree or another by the 
time of the dinner. 
Although this town had its own industries, it also served, 
in part, as residence for executives from firms in other 
nearby town. The-re was, therefore, a rather high ratio of 
leaders, most of whom ga:ve their services with gusto, once 
they understood the need. · 
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Case Rank 
No. 
20 4 
27 4 
28 4 
15 5 
18 5 
24 5 
25 5 
26 5 
(can't) 
Reason for Assignment of Rank 
There w,as some division of leadership here, but the very 
sincere devotion of those 'on the right side of the fence' 
made the sponsors a rather powerfu~ force. 
This was a sectarian hospital in an area whose population 
was about 80'1o composed of that sect which managed the 
hospital • . The needed leadership came much more easily 
than is usually the case. 
Some of the leaders didn't come in until after the dinner, 
but enough of the better known leaders had consented to 
serve to give the din;ner the • stamp of approval'~ 
In this case, the leaders had become actively interested 
even before professional assistance had been called in. 
The net result was just about as good as could be asked. 
This campaign was for both of the town.' s hospitals. The 
result was that anybody who was a~ybody was in the 
position of backing the campaign because of one or the 
other. The leaders themselves, in this town, were of 
tather :p.igher than normal _caliber; 
If one of the difficulties in selling this hospital to the 
general public was its reputation as a 'rich man's' 
hospital, one of the advantages was, that it was. While it 
honestly .ang impartially served all, it was almost essential 
that one go to this hospital if ones prestige were to be 
maintained. Almost all the town's leaders had associations 
of some sort with the institution, a fact which greatly 
expedited their recruitment. 
The only hospital in town. Membership on the board was 
something of a social institution, and a substantial 
proportion of the town's leaders were already involved in the 
management of the hospitial. 
A sectarian hospital with tll.e active blessings of leaders 
of the sect; which meantthat a good many very big men 
were pulling for the institution from the start. 
92. 
PRESTIGE OF SPEAKER= We come here to a problem. 
The only factor here is the speaker himself. Perhaps the best way to 
let the reader compare would be to giVe the name and background of 
each together with the ratings. The difficulty comes, however when 
we must name those with a low rating, or where the identification of 
speaker with campaign will identify the campaign itself (thus p .recluding 
candor in treatment of other low-rating factors). To get around this, we 
shall compromise. Where we have no adverse criticism, and where naming 
the speaker will not id~ntify the campaign, we shall name him. But 
otherwise (and for the most part) we maintain his anonymity. 
Case Rating Reason for Assigned Rating 
No. 
20 1 
26 1 
30 1 
3 2 
5 2 
An executive from .a department of an enterprise closely. 
connected with the hospital fie.ild. While he gave an excellent 
speech, his po,sition and titles were not sufficient to give 
him the public 'build up' which is helpful in creating a 
public desire to hear him speak. 
While no speaker was mentioned on the invitation, the 
campaign director was built up as the speaker. in 'news 
releases. At this time, the need for building up public 
interest in the speaker was not regarded as particularly 
important, a fact which caused the prestige of the speaker 
to be subordinated to other themes in news releases. 
This speaker had a moderate national reputation as a 
speaker. Unfortunately, he lived in town and his face was 
quite familiar. The fact that no man is a prophet in his own 
home was driven home, in this instance, on1:sr too clearly. 
(compare with case #29, a previous campaign for the same 
hospital). 
The speaker here was Dr. Fishbein, formerly secretary 
for the American Medical Association, usually an inspired 
speaker, and possessing .a well established, national 
reputation. Unfortunately, this town was well insulated 
from events and personalities outside the county line; and 
the Doctor's pulling-power in this instance was rather low. 
A • second-line' executive employed in an enterprise very 
closely connected with the hospital field. Although he 
possessed sufficient credentials to permit some 'build-up', 
the fact that he had no reputation and obviously was a 
'second-line' man could not be overcome. 
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Case Rating 
No. 
13 2 
22 2 
31 2 
33 2 
7 3 
8 3 
14 3 
17 3 
19 3 
20 3 
(can't) 
Reason for Assigned Rating 
Dr. Fishbein, Again, he was not as well known as in most 
places, presumably because the town was so self-occupied 
with unaccustomed, semi- boom conditions. 
A man employed in an enterprise very closely, co~nected 
with the hospital field, Though a man of considerable 
~bility in his work, neither his work nor his credentials 
were of a nature amenable to building up public demand 
to hear him speak. 
A very prominent doctor of considerabie ability and a 
national reputation. Unfortunately, he was a 'local boy' 
and therefore, no prophet. 
A situation almost identical (though a different speaker) to 
that in case #31 . 
Dr. Fishbein. Though known only by the 'inteiiectuals' of 
town, when apprised ot his background by publicity, the 
public held him with at least moderately high .regard. 
Dr. Fishbein. Same situation as above. 
A hospital consultant with sufficient background and 
credentials for good publicity build-up. 
Same situation (though different speaker) as that in case #14. 
Dr. Fishbein •. Known at first mainly by the 'inteiiectuals' 
but his background is ample for good publicity build-up. 
There was no speake.r featured as such, but the dinner was 
given to honor a very prominent cleric (who naturaiiy was 
expected to speak) of the denomination which .controlled the 
hospital, 
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Case Rating 
No. 
6 4 
ll 4 
16 4 
18 4 
23 4 
25 4 
32 4 
1 4 
2 5 
4 5 
(can't) 
Reason for Assigned Rating 
A Doctor from a very well known clinic. Though the man 
possessed considerable ability in his own right, it was the 
name of the clinic, more than that of the doctor, which 
lent the 'aura'. 
A very prominent senator, who at that time was riding the 
crest of national acclaim. 
Dr. Fishbein and a Supreme Court Justice, with a local 
reputation. This ·was a rather strong combination. 
This was a campaign for two hospitals, one denominationally 
controlled. Though there was no speaker featured in the 
invitations, it was publicixed that a very prominent cleric 
of that denomination was to be among the slate of speakers. 
Dr. Fishbein with a strong line-up. The doctor was known 
even among many of the rank-and-file of citizens, and was 
a strong pulling-card. 
Dr. Fishbein. He was generally known even to the rank-and-
file. 
Dr. Fishbein with a prominent cleric (this wa-s a denomin-
ational hosp~tal). 
The head of a famous clinic located in that region. 
In this small town, it was possible to do much boosting of 
Dr. Fishbein's reputation by word-of-mouth. Even those 
who hadn't heard of him before generally knew about and 
wanted to hear him by the time of the promotional dinner. 
This was an extremely capable individual, possessing many 
laudable credentials, and working with certain matters, which 
at that time, were of considerable interest to all of the 
public. He was to speak on a st;tbject relevant to those 
matters. 
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Case Rating 
No. 
12 5 
15 5 
24 5 
27 5 
28 5 
29 5 
(can't) 
Re.ason for As signed Rating 
A prominent university president and a governor. 
Dr. Fishbein. An unusually heavy publicity buildup had made 
the doctor into a household word some time before he 
arrived. 
Dr. Fishbein together with a strong lineup of other speakers. 
The doctor was rather well-known even before the publicity. 
A prominent university president and a governor (different 
from those in case #12 ). 
Dr. Fishbein had made a smash hit in this town the year 
previous (before the combined service clubs). The result 
was the doubling of what would normally be response to 
invitations in this size town ••. a phenomenon. 
Dr. Fishbein. This being a cosmopolitan center, the 
doctor's name was a considerable drawing card. 
96. 
PUBLIC SENTIMENT= though sibling to, is a thing apart 
from Salability of Cau.se. The ·latter springs largely from circumstances 
pertaining to the hospital itself, and the public interpretation of and reac-
tion to these circumstances. The former, which we now analyze, springs 
more from the nature of the people themselves. For example, if a Meth-
odist hospital were to send out invitations to a dinner in a community, with 
pronounced Baptist sentiments and lea.nings, the response probably would 
not be as fq.vorable .as if it were a Baptist hospital sending the invitations. 
This, of course, is an oversimpli,fied example; 
Case Rating Reason for Assigned Rating 
No. 
21 -2 There were three . main segments to the population. Native 
American stock of the 'nee-hillbilly' genus; second genera-
tion southern europeans; and blacks. The last were of little 
potential value to the campaign. The 'southern europeans' 
were as well to-do as the Americans, and should have been 
the backbone of the campaign, since they constituted the 
major part of the Catholic population, and the hospital was 
a Catholic institution. Unfortunately, the local priest was 
against the hospital, which resulte~ in the anomalous situa-
tion that the Protestant faction was much better represented 
(desiring to show their tolerance) than the Catholic, at the 
dinner. 
23 -2 This was rather a resort town, with considerable resulting 
apathy toward the hospital. This, combined with the actions 
of the hospital itself (see case 23 under '.Strength of Cause') 
gave rise to sentiments ranging from hostility to indiffer.,. 
ence. 
3 - 1 
5 - 1 
This is an interesting example of the effect of geography on 
sentiment. The county line ran through the middle of town. 
There were two banks, · one on each side of the line; and 
each sought to worst and undo whatever works· the other 
might seek to accomplish. Though the hospital served both 
sides, equally, and was the only convenient institution, as 
soon as one bank announced itself in favor of the hospital, 
the campaign, and the dinner, the other bank tried to do~all 
the damage possible thereto, and brought half the town and 
one county into the fight. 
This was a long- established farming country which had 
never suffered a failure. Farms were passed from father 
to son. The practice of initiative had faded to a s-ort of 
'instinctive' desire to cling to whatever they had, for fear 
they might not know how to make more. The town consisted 
of the merchant class, who ran the town, and retired farm-
ers, who did, and wanted, nothing. The merchants, with 
multitudinous acts of petty disc:rimination had built up a 
hatred amongst those living outside the town for it and any-
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(can't) 
Case Rating Reason for Assigned Rating 
No. 
8 - l 
l3 - l 
22 - l 
20 - l 
24 - l 
26 - l 
.27 - l 
30 - l 
33 - l 
thing within it. Willy-nilly, since the hospital was in the 
town, it was also disliked, though not with the same fervid 
intensity. · 
Apathetic. to hostile (see c~se #8 under Strength of Cause). 
A basic fault in this town was the utter lack of any person 
of the caliber needed to take over leadership. Although it 
is a 'great American sport' to poke fun at social leaders. 
a town without them is like a ship without a rudder, and 
very apt to find itself unwittingly drifting into sorry straits. 
There was the normal indifference, typical of most publics 
not regularly subjected to information, and this was aggra-
vated by the conduct of the cliques of doctors (see case #13 
under Strength of Cause). 
Same as above. 
This was largely a case of indifference. There wasn't 
time (as is usually the case) to greatly change basic atti-
tudes before the dinner, although (as is usually the case) 
the dinner itself, and other publicity ch~nged it afterwards. 
Public sentim.ent was not overly active, but what there was, 
was definitely in favor of the rival hospital, 'ours' being 
regarded as a 'rich man's' hospital. 
There was general anti-campaign sentiment, because a 
campaign the previous year (directed by another concern 
for another institution) had made use of dubious ethics and 
then utterly failed. 
The public was generally indifferent, though some people 
rather resented some of the action of the sect to which this 
hospital belonged, and projected it against the institution. 
The public was indifferent. There was considerable divi-
sion of factions along religious lines, though the hospital 
was not associated with any one of them. There were a 
gre.at many other campaigns going on in the city at this time 
with resultant 'campaign psychosis', and the theme of the 
hospital's need had been worn out (see case #30 under 
Strength of Cause). 
This was a town with a Germane-Scandinavian background, 
and at that time many of the residents had come from 'the 
Old Country', and brought socialist ideas with them. Since 
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I 
I' 
I' 
Case 
No. 
4 
6 
14 
15 
17 
25 
(can't) 
Rating Reason for Assigned Rating 
0 
0 
0 
0 
0 
0 
this campaign was at the end of the depression, there was 
much pro-labor feeling when the hospital employees union 
struck (see case #33 under Strength of Cause). 
Cases with a rating of zero, may be regarded as having 
neither negative nor positive public attitudes prior to the 
dinner ... a state of relative 'uninformedness 1 • Actually, 
this hospital had been in bad repute, and public sentiment 
was brought from a negative to a neutral state by means 
of pre-dinner publicity. 
A rival hospital had sponsored a spate of hostile (and un-
justified)rumors prior to the campaign, and had even en-
deavored to cultivate anti-campaign sentiments by conduct-
ing a savagely unethical campaign of its own (quite unsuc-
cessful) when it heard that 'our 'hospital was to seek funds 
from the public. Its tactics were so baldly crude, however, 
that they were of little avail, · and even proved an asset 
(to 'us') after the dinner. 
The public, in this case, wa.s simply entirely uneducated 
as to what was happening in the hospital or what it needed 
to serve. A flood, which caused the dinner to be post-
poned, made it very difficult to interest the public in the 
less acute difficulties of the hospital at that time. 
Public opinion here was indifferent to very slightly hos-
tile. A capable administrator, however, had maintained 
the hospital's Women's Auxiliary, which proved very 
useful in raising the public's level of attitude. 
Indifferent to hostile, raised to a level of neutrality by 
use of publicity. 
The re may have been some slightly 'pro' sentime nt, since 
this was the only hospital in town and it was well run. The 
announcement of the dinner and announcement that there 
was to be a campaign were made simultaneously, so that 
there was not too much opportunity for publicity build-up. 
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Case Rating Reason for Assigned Rating 
No. 
29 0 There was a state of just about complete indifference. 
This was a big town, and the affairs of one institution 
which didn't even e x ist (campaign was to build the hospi-
tal) simply were not enough to hold the interest of the 
public without constant action. Still, this was a better 
state of mind than prevailed at a later campaign for this 
hospital when the theme had been worn out. (See Case #30 
in this section, and cases #29 and 30 under Strength of 
Cause). 
31 0 This town had a rather large black population and was 
politics-ridden, which circumstances had led the natural 
leaders into activities outside of the civic sphere. They 
had lost the habit. Though this was later overcome, at 
the time prior to the dinner, public attitude was entirely 
neutral and indifferent. 
32 0 Another city campaign; a hospital which served mainly 
one section of the population. Most of the people knew 
very little about it and were entirely indifferent to it. 
2 + 1 Good sentiment. A small town, whose people knew and 
rather appreciated the hospital, and were accustomed to 
support it through annual appeals . 
7 + 1 Publicity raised the level of interest from neutral to fair-
ly warm feeling by the time of the dinner. The effects of 
state boundaries were felt here. Though right near the 
line, and giving service to people on both sides, the 
people on the other side, even when quite close -in felt. 
almost no feeling of responsibility to the institution, 
whereas people on the 'hospital side' developed consider-
able interest even when they reside d at some distance. 
9 + 1 This campaign was just prior to the war when the nation 
had just emerged from the depression. The doctors and 
hospitals had, during that period, undergone much priva-
tion and foregone many fees in many locations, in order 
to give seryice to the people. Although this attitude 
changed radically after the war, it still prevailed at this 
time with the result that sentiment toward this hospital 
was rather favorable. 
100 
Case Rating 
No. 
12 +1 
16 +1 
19 +1 
28 +1 
10 +2 
Reason for Assigned Rating 
Town was relatively indifferent, but was brought up to 
a fair pitch by the time of the dinner (see case #12 under 
Stren gth of Cause). 
Town was hospital conscious, but cynical, because the 
hospital had launched a series of c.ampaigns, each pro-
mising to be the last; and each so poorly run (by amateurs) 
that another was necessary. This in itself was an advan-
tage, however, because the many people who had given in 
prior campaigns felt that they we~e entitled to some ac-
counting and were determined to come to hear it, although 
not in an acquiescent mood. The town itself was one of 
fairly responsible citizens, as ready as most to do their 
part. 
The professionals took over this campaign after amateurs 
had bogged down (see case #19 under Strength of Cause). 
The public, a reasonably responsible people, was aware 
of the hospital, but had become highly cynical regarding 
the campaign. 
Public was normally responsible, and had favorable im-
pression of hospital due to management and history (see 
case #28 under Strength of Cause). 
A very small town, but loaded with the summer residences 
of top executives from outside town, as well as a very 
capable and conscientious backbone of year-round residents. 
Because of the calibre of the people , there was a high de-
gree of appreciation of the circumstances and a willingness 
to 'do something about it'. 
A responsible citizenry whose indifference changed to 
interest as the result f very cooperative media. 
Same sentiments as existed in case 9 above , plus the 
added factor that both of the towns hospitals were repre-
sented in the one campaign. 
Same hospital as in case # 10, but a later campaign. The 
citizens were normally responsible, and trusted the hospi-
tal because of the good management of the previous cam-
paign. The community leaders were favorable because 
they knew that the same director was to run it. 
10 l. 
Method of Computing Valuations 
The problem here was to find to what e x tent each variant 
was responsible for the deviation of actual from expected attendance ... 
the 'norm' for the size town being accepted as the 'expected'. Our first 
job was to ascertain how closely the 'accepted' norms coincided with 
fact. 
To find this, we ranked the towns by population together with 
their respective invitation attendance ratios, and used a moving average 
to 'smooth' the differences. A pattern, which will be apparent on graph 
#5, became evident. With full knowledge that this pattern was subject to 
the sundry variables, we accepted it as temporary working statistic, 
to b e altered in the light of later accumulation of facts. 
Having a workable norm for what should be the expected ratio 
for towns within our several groups, we computed the variation of each 
town therefrom. This variation was what had to be accounted for. These 
variations, of course, were both plus and minus quantities. 
The nex t procedure was to deal separately with each variant. 
For instance, as has been previously noted, pulling power of speaker has 
five rankings. We threw each case into a group with similar rankings of 
speaker, togethe r with the figure for deviation from population norm. 
Plus and minus quantities cancelled out and the remainder was averaged 
1 by the number of cases in the ranking group. 
102. 
This average of rank variations became the temporary value 
for the rank. 
Positive figures, as the Newspaper lineage and number of 
competing hospitals, were computed in a slightly different manner. With 
the latter, the number of competing hospitals became the immediate rank. 
With the former , a moving average was run which revealed a definite 
pattern, with plus and minus variation figures increasing in size in both 
direction from dinners with greater or less lineage than about 150 inches. 
This pattern was so apparent that,we felt justified in eliminating or 
' adjusting the few variations and accepting it as the valuation scale for 
newspaper lineage. 
The next step was to see how well these valuations functioned 
in practice. We added up the valuations for each variable, plus quantities 
cancelling against minus quantities, and arrived at what should be a 
correction factor for each variable when added to or subtracted from the 
basic 'population norm' expectancy. 
The result seemed adequate for some use, but it must be 
remembered that our original population norm had been based on figures 
uncorrected for other factors, We therefore found the median figure 
for each population group after correction. When this had been done, it 
developed that some cases were apparently in the wrong groups, after 
corrective factors were considered. We therefore relocated them and 
again found medians. With this, and some other minor corrections, we 
103. 
found that the greatest average deviation from norm after correction was 
5. % and in most cases considerably less. 
In one respect we somewhat ignored what might seem to be 
the statistical findings. This was in the case of cities with around a 
million population. In this bracket, unfortunately, we had only one 
case, and it varied by 4. 3%, after correction, from what campaigners 
consider to be a norm and 2. 5% before correction. Since our other 
findings agreed substantially with the generally accepted ratios (though 
yielding, we believe, more specific categories and variants) it was 
decided to use the accepted ratio as norm and consider our one case 1.n 
this population category as a variant. 
On the following page is the 'lineup' for each case, with 
the rankings, variables, results and deviations of each. 
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L~ Cause 
~- (Rilrrlm) 
~cramhip Spe a ker I> b lic 
Opinion 
~Can- TotalFquh.-~ Diff. Act.nl Ave rag ~ · 
~ l-Io5filal5 Varirts frn Re-(16)>:(~ (15!:{u) Inv/ Att. Dific r e nc e 
~ Rati o ( 15 '· ,. (17) 
N:mn; % I 
(Accurw:y o 1 
18 c 19 15 16 17 2 
R ank Value Rank V al ue Rank Val u <:: Rank V alue Rank Value Rank V alue 
3 4 5 G 7 R 9 1 0 11 12 1 3 14 
. . . -. . 
. . . . . . . Valu.djms) . 
l. 2,CXXl ~ + 1, 5 3 0 4 + l. 3 + .7 22 - .3 0 + • 7 + 3 .1 + 3 • 
-
+ • 1 21. 
2, 4,000 3 + l. 3 0 5 + 1. 5 2 + .1 11 - 2,3 0 + .7 + l. - 3 . 4 + 4 .1 14.6 
3 . 5,CXXl 1 - 1, 5 2 - 1,5 2 + 1, 5 1 0 8 0 - 1.7 0 + . 7 - .2 .1 - 8 . + 5.9 10. 
4 . 5,500 4 + 1,5 4 + 1.5 5 + 1.5 1 0 38 7 + 2 . 0 + . 7 + 7 . 2 +1 4 . 6 - 7.4 32.6 
5 . 5/!{XJ 2 - 1. 1 - 2,5 2 - 1.5 1 0 4 00 + 2,5 0 + .7 - 1. 8 - 6 .1 + 4 ,3 11. 9 + 2 . 9 
18 or 
6. 7,CXXl 4 + 1.5 3 0 4 + l. 1 0 72 - 1.8 1 + . 7 + 1.4 + 8 . - 6 .6 26 . - 4 . 96 
!il . 8,CXXl 4 + 1. 5 4 + 1.5 3 0 2 + • 1 324 + 1.8 0 + .7 + 5 . 6 + . 8 + 4 . 8 18 . 8 
8 . 9,ff.JJ 1 - 1.5 1 - 2.5 3 0 1 0 100 - . 6 1 + . 7 - 3.9 - 4.6 + .7 13 .4 
9 . l3,CXXl 2 - l. 2 - 1,5 NO f'JE 2 + • 1 57 - 2 . 0 + . 7 - 3 , 7 - 4,4 + .7 13.6 
10 1Um ~ 1 3 0 N O NE 3 + 7 122 - 3 0 + 7 I+ 2 1 + 3 - .9 '1 
11. 13,CXXl 3 + 1. 5 + 2,5 4 + l. 4 + , 8 163 + .2 0 + .7 + 6.2 + 13.6 - 7 , 4 2. 8 . 6 
12 • . l5,CXXl 3 + 1. 3 0 5 + 1.5 1 0 180 + . 5 0 + • 1 + 3.8 + 16 + 2,2 16. 6 
13. 15,500 2 - 1. 1 - 2 .5 2 - 1. 1 0 185 + . 8 1 + • 7 - 3. - 4 • + 1 . 11. 
14. 15,700 2 - 1. 3 - 2. 3 0 1 0 2 14 + 1.5 1 + .7 + 1. 2 + . 5 + •. 7 1 5 . 5 
15 . 16,000 2 - 1. 5 + 2 ,5 5 + 1.5 1 0 427 + 1.8 0 + .7 + 7,5 + 2. 8 + 4 . 7 17. 8 + 1,6 3 
15 or 
16. 17,CXXl 2 - l. 4 + 1.5 4 + l. 2 + . 1 192 + 1. 1 + . 7 + 4 . 2 + 3 . 9 + . 3 18 .9 - 3 . 74 
17. 22,CXlO 2 - 1. 3 0 3 0 1 0 108 - • 5 1 + .7 - 1.5 + 2 . 2 ~ 3,7 17 .2 
18 . 25,CXXl 4 + 1.5 5 + 2,5 4 + l. 3 + • 7 30 - 2 , 2 0 + • 7 + 4,2 + 2 , 3 t 1.9 17.3 
19 . 25,(1)0 2 - l. 3 0 3 - 0 2 + .1 140 - . 2 1 + • 7 - .4 - 1. + . 6 14. 
zn Jf..l)m ~ + 1 4_ L± l 5 1 - 2 5 1 0 96 - . 8 1 + • 7 - . 1 0 - ,1 1 _5_ 
21, 30,500 2 
- l. 2 - 1,5 3 0 1 0 91 - l. 1 + .7 - 2. 8 + 2 . 8 - 5 ,6 16 . 8 
22 . 38,CXXl 1.5 2 1,5 1 0 1 1 2 , 3 2 0 - 6. - 5 . 2 . 8 2 - 1. 2 - - - - - 8 . 8 
23. 4::i,CXXl 1 - 1.5 2 - 1.5 4 + 1. 1 0 199 + 1.2 2 0 - , 5 - 2 , 3 + 2;. 1 1.7 + 1.6 
2.4 . SO,CXXl 4 + 1.5 5 + 2,5 5 + 1.5 1 0 80 - 1.7 1 + . 7 + 4, 5 14 + 3, + l • 5 17. or 
25. 74,CXXl 3 + 1. 5 + 2,5 4 + 1. 1 0 4 7 - 2, 1 1 + . 7 + 3,1 - • 4 + 3. 5 13.6 - 2 .66 
26 . 79,000 + 2,5 l 2., 5 165 .3 5 l. .8 . 5 • 3 14 . 5 3 + 1. 5 - 1 0 + - + + + 
2 7 . SO,CXXl 3 + 1. 4 + 1.5 5 + 1.5 1 0 ~~6 t ~ - 6 ~ + . 7 + 6. 3 + 7.9 - 1. 6 21.9 2 8 ll S~cm_ 1 + l ~ + 2 5 l + 1 5 + 1 0 + 8 5 + 8, + 5 ) ') 
29 . 295,CXXl 2 - 1. 2 - 1. 5 5 + 1.5 1 0 202 + 1.3 3 - 1. - • 7 - 2 . + 1. 3 1 0. 
30 . 295,CXlO 1 - 1.5 1 - 2. 5 1 - 2,5 1 0 16 5 - .3 3 - 1. - 7. 8 - 6 .3 - 1. 5 5.7 + 1,85 
12 or 
3 1. 3Xl,CXlO 1 - 1. 5 2 - 1,5 2 - 1. 5 1 0 63 - 1.9 6 - l. - 7.4 - 5.7 - 1. 7 6 .3 - 1.6 
32 4~ 1 - l 5 ~ 0 4 + 1 1 0 16 3 + 7 1 R - 5 - 8 - 3 2 + 2,4 Q. Q. 
33. 1,000,CXlO 1 - 1. 5 2 - 1 • ~ 2. - 1.5 1 0 72 - 1.8 20 - • 5 - 6.8 6.7 - 2,5 - 4,3 4.2 - 4 ,3 
- -
~ 
-
-
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